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NEXT MONTH 


@ “Planning to Make Your Field Trip a Suc- 
ess,” by George C. McNutt, advertising man- 
wer, R. G. LeTourneau, Inc. Mr. McNutt gives 
a step by step account of how his department 
plans and conducts field trips, which are the 
source of valuable material used in the company’s 
idvertising. Planning, as he points out, makes 
uch trips easier and more resultful. Here's a 
pattern to guide others 


@ “How DeLong Handles Today's Correspond 
nce About Deliveries,” by Charles A. Emley, 
les promotion manager, De Long Hook and Eye 
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Vompany. If you are puzzled about just what 
say to those whose orders cannot be shipped 
ta long time or only in part, and how to 

tandle the new customer you have worked hard 

fo get, here are some practical suggestions based 
experience 

0 “Bull ling the Goulds Industrial Catalog,” by 

\. W. Cramer, sales promotion manager, Goulds 

rumps, | Learn how this company handled 

t difficult cataloging problem, which involved 

ome 7 lifferent items that had to be treated 

‘ meet t needs of four types of users, without 
perfil material and waste. Read about this 
jor cataloging job; fully illustrated 
Effect Organization of Industrial Direct 
Mail Pr tion,” by S. D. Distelhorst, sales pro- 
tion ger, Cochrane Corporation. Based 
exper e and illustrated with current cam- 
uigns a hgures on costs, this article shows 
W dir * mail can be used not only for sales 
tk, b 0 for building prestige. Compare 
Ur COs th those given in this article 

y 
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water conscious. This is o good 


@ “It's what's inside 
starts the motor’, | 
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“That's a fine picture—and thot cut-out business is -unusuel. 
The other side is even more interesting becavse it shows 
the insides.” 





An Important Factor in 
























t's inside 








motor’, 
id. “Take 


riew in C 


age ...al 
a picture 
case, isnt 
ed. Any 
re proble 
installing 
starters f 
ors In a 
has to be 
“innards 
ves him wi 
ris attentic 
hy for the 
een bring! 





























INDUSTRIAL MARKETING 


Reg. U. S. Pat. Off. 


NOVEMBER, 194I 


NIAA Battles to Hold Biennial 


Census of Manufactures 


@ CHARGING that a five-year Cen- 
sus of Manufacturers, instead of a bi- 
ennial, would be a mere monument to 
what is past and only of value to sta- 
interested in long-time 
trends, W. D. Murphy, president of the 
National Industrial Advertisers Asso- 


tisticians 


ciation, electrified the closing hearings 
on bill $.1627 before the House Com- 
mittee on the Census, before which he 
appeared Oct. 28 and 29. The pro- 
posal to change the census law, he de- 
clared, is due purely to a desire on part 
of the Bureau of Census to smooth 
out employment peaks in the depart- 
ments and is not one based on any con- 
sideration of the interest or needs of 
the manufacturers of the nation. 

Following Mr. Murphy’s rebuttal 
census officials’ testimony, the com- 


mittee went into executive session to 
consider the proceedings, but Rep. Guy 
L. Moser, chairman, made the surpris- 


ins announcement that another open 


hi ng would be held Nov. 6, al- 


tho. gh it was not disclosed who would 
be eard. Opponents of the legisla- 
tior felt that pressure had been exert- 
ed ‘rom above and the intervening 
tim: was to be used by administration 
torc-s to hustle up some supporters of 
the “ll from business, none of whom 


had out in an appearance up to that 





Officials and committee exchange verbal blows with 


census executives in move to disregard their interests 


time when it was expected that the 
hearings were to be terminated. 

Mr. Murphy was the third person 
to testify on behalf of the interests of 
members of NIAA before the commit- 
tee which held hearings throughout 
last month. Others were L. R. Gar- 
retson, advertising manager, Leeds & 
Northrup Company, and a vice-presi- 
dent of NIAA; and Roland G. E. UIll- 
man, head of The Roland G. E. UIll- 
man Organization, Philadelphia, a 
member of the NIAA Census Com- 
mittee. Government men appearing 
in behalf of the bill were Jesse H. 
Jones, Secretary of Commerce; Under 
Secretary Wayne C. Taylor; Director 
of the Census, James C. Capt; Dr. 
Vergil D. Reed, Assistant Director; 
Stacey May, OPM statistical bureau 
head, and Dr. Herbert Taggaert, 
spokesman for Administrator 
Leon Henderson. 

Those identified with OPM urged 
the bill because it would enable the 
Bureau of the Census to do special 
work for the defense agency and per- 
mit it to reveal for defense purposes 


Price 
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the source of any data it might collect 
under the mandatory powers the bill 
established. In addition to this phase, 
census officials advance the bill as a 
greater service to business because of 
provisions for a quinquennial, instead 
of a decennial, census of distribution, 
service establishments, and minerals, 
with which would be combined the 
Census of Manufactures, now taken 
every two years. These censuses would 
be taken for the “3” and “8” 
and thus avoid the “0” years when 


years 


the census of population is taken. 
This, census officials point out, would 
eliminate employment peaks at the 
time of the population check, permit 
building a more stable organization, 
but not apparently reduce appropria- 
tion requirements. The bill further 
provides that these services, at the di- 
rection of the Secretary of Commerce, 
may be supplemented by current or 
periodic surveys to 
trends, which census officials admit 


show business 


would be done by sampling. 
Spokesmen for the NIAA have cen- 
tered their fire against the proposed 
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change from a two-year to the less 
frequent five-year period for taking the 
Census of Manufactures. This cen- 
sus, they point out, is used by indus- 
trial marketing men primarily for the 
purpose of appraising an industry as 
a market, establishing the location of 
its units, and watching its geographi- 
cal shifts and comparative values. A 
study every five years, they assert, 
would be too infrequent, and the in- 
terim sampling proposed by the Bu- 
reau would not serve as a substitute 
for a more frequent count because 
the kinds of data each provides are not 
comparable and could not be accepted 
as a compromise. Furthermore, they 
contend, for the purpose used there is 
no practical need nor value in having 
the Census of Manufactures concur- 
rent with the Census of Business, and 
the value of the manufactures count 
should not be destroyed merely to 
effect such coérdination. 

Despite a flood of letters and tele- 
grams to census and Department of 
Commerce heads and Representatives 
on the House census committee pro 
testing the proposed change in timing 
the Census of Manufactures, Messrs. 
Reed 
their rebuttal to NIAA opponents. In 


Capt and fought bitterly in 
a statement which he requested not 
be inserted in the record, Dr. Reed 
charged the editor of INbusTRIAI 
MARKETING with having started the 
5.1627, on 


said was false information furnished 


yrotest against what he 
} & 


by the  publication’s Washington 
editor, and which was first published 
Aug. 18. 


After the editor found that he had 


in Advertising Age for 


been “misled” by this report, Dr. Reed 
asserted, he could not retract what had 
been said and had to go ahead. The 
editor was not present at that session 
to refute the charge. 

Dr. Reed unleashed a further slash 
at the publication when he decried its 
circulation coverage among industry 
by quoting from its ABC statement, 
inferring, thus, that it was unqualified 
because of lack of numbers, to speak 
for industrial marketers. From that 
point he then savagely struck at the 
authority of the National Industrial 
Advertisers Association as a spokesman 
for industrial marketers, pointing out 
that its 1,700 membership was but a 
fractional percentage of the 184,000 
manufacturers included in the Census 
of Manufactures count. Then spring- 


ing W hat appeared to be his ace, the 
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LH MATHRONG (ORK COMPELNY 





‘ :~ As ke AS + A A + TS 6 ARS Oo Te 


This Armstrong Cork page is as fascinating 
as the latest war communique as it explains 
the cork situation with an intriguing map 
which enables anyone to understand “why.” 
Armstrong engineers, however, will help 
solve insulating problems with substitutes— 
a very qood reason for contacting Armstrong 


Doctor read a letter from the National 
Association of Manufacturers endors- 
ing $.1627 except for a time limita- 
tion on the release of census schedules 
The NAM, he 
gleefully pointed out, has some 7,000 
members and 55,000 other afhliates. 
In rebuttal to Dr. Reed’s charges, 
NIAA President Murphy declared that 


his organization does not claim to rep- 


to defense authorities. 


resent the total 184,000 manufacturers 
included in the census study, but only 
that segment of manufacturers of in- 
dustrial goods which has special mar- 
keting and advertising organizations. 
The National 


Association, he emphasized, is not ask- 


Industrial Advertisers 
ing for special consideration in this 
matter, that its interest in the Census 
of Manufactures is not new, but that 
the NIAA, down through the years, 
always has manifested interest in the 
census and other divisions of the De- 
partment of Commerce. In addressing 
the Cleveland Conference of the 
NIAA in 1938, he cited, Wilford L. 
White, then chief of market research 
of the Bureau of Foreign and Domestic 
Commerce, lauded the association for 
its interest in the census, and declared 
that only since the NIAA was formed 
has there been any progress made to- 
ward more scientific and economical 
marketing of industrial goods through 
the application of market research. 
Mr. Murphy reiterated that members 
of the NIAA are opposed to $.1627 











only as it affects the timing of the 
Census of Manufactures and so far 
as they are concerned, the Bureau of 
the Census can have all of the rest 
of it. The biennial manufacturing 
count, he asserted, is necessary for the 
intelligent direction of the marketing 
effort because it shows where buy 
ers are located and thus avoids mucl 
waste in time and money by enabling 
manufacturers to select the exact 
points where their sales and promo 
tional work may be done for best 
results. In substantiating this view 
point, Mr. Murphy read liberally from 
a copy of the Department of Com- 


merce’s “Industrial Market Data 
Handbook,” in the preparation of 
which Dr. Reed was a _ consultant. 


Time and again this book emphasizes 
the necessity for finding the location of 
the units in a market, and points 
out the special value of the Census 
of Manufactures for that purpose. 
“Thus,” he concluded, “it would seem 
that the Bureau of the Census is re- 
versing itself.” 

Regarding Dr. Reed’s reference to 
the approval expressed by the National 
Association of Manufacturers, Mr. 
Murphy pointed out that the blessing 
was extended by the association’s com- 
mittee on legislation who, not being 
marketing men, could not be expected 
to understand the full significance of 
the change in ‘timing of the manufac- 
turing census and that their findings 
reflect the management 
which would be concerned with the 
dissemination of their vital and private 
statistics as proposed in the bill. On 
the other hand, Mr. Murphy reminded 
his listeners, Professor Howard T. 
Hovde, Wharton School of 
merce, University of Pennsylvania, a 
and professional 


viewpoint 


Com- 
man of practical 
marketing experience, and president 
of the American Marketing Associa- 
tion, has gone on record with the 
House census committee that he 1s 
against scrapping the biennial census 
in favor of a five year count. 
Questioning the motive for the pro- 
posed changes in the census of busi- 
ness, which Mr. Capt in testifying 
before the committee previously had 
said would benefit 3,000,000 businesses 
whereas the Census of Manufact 
involved a mere 184,000, Mr. Mu 
observed that he did not hear any 
cries of approval voiced by an’ 
them, nor had the census bureau 


“ 


(Continued on Page 110) 
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Contract Distribution Division of OPM 





Pushes Spread of Defense Work 


Broad program brings relief to thousands of small 


manufacturers; certification is latest avenue to aid 


@ CERTIFICATION by the Labor 
Division of the Office of Production 
Management of areas threatened with 
“priority casualties” due to stoppage 
of raw materials, award of defense 
contracts to pools of industry, relaxing 
of restrictions on taking of bids and 
awarding of contracts by the Army 
and Navy and Maritime Commission 
to equalize local handicaps, a nation- 
wide clinic program to facilitate sub- 
contracting, and the building of a na- 
tional organization to help allocate 
contracts among the country’s 184,- 
000 manufacturing plants, were the 
five most important developments last 
month on the defense contract front 
in the fight of small business for ex- 
istence under the Defense Program. 
All phases of the effort to alleviate 
distress among manufacturers who are 
not big enough to obtain prime de- 
fense contracts are being organized and 
pushed ahead as rapidly as possible un- 
der the direction of Floyd B. Odlum, 
director of the Contract Distribution 
Division of OPM. 


Perhaps the most evident and dra- 
iatic parts of the program are the 
linic meetings of prime and subcon- 
ictors which have mushroomed to 
ectacular proportions, and the prepa- 
tion of three red, white, and blue 
cial trains which will depart Nov. 
on a nationwide tour in an effort 
effect wider spread of defense 
tk. These trains will carry sam- 
of rearmament items needed and 
vide specifications and other per- 
nt data for manufacturers not 





Contract Distribution Offices 
@ OFFICES of the Contract Distri- 
bution Division of the OPM, where 
manufacturers may apply for infor- 
mation regarding contracts on defense 
work, are located in the following 
cities, connected with the Federal Re- 


serve bank or branch where there is one: 
Albany Milwaukee 


Allentown Minneapolis 


Atlanta Nashville 
Baltimore Newark 
Birmingham New Orleans 
Boston New York 
Buffalo Oklahoma City 
Charlotte Omaha 
Chicago Philadelphia 


Cincinnati Pittsburgh 
Cleveland Portland, Me. 
Columbus Portland, Ore. 
Dallas Providence 
Dayton Richmond 
Denver Rochester 
Des Moines St. Louis 
Detroit Salt Lake City 
El Paso San Antonio 
Harrisburg San Francisco 
Hartford Savannah 
Helena Seattle 
Houston Spokane 


Springfield, III. 


Indianapolis 
Springfield, Mass. 


Jacksonville 


Kansas City Trenton 
Little Rock Wichita 

Los Angeles Wilkes-Barre 
Louisville Youngstown 
Memphis 


CDD plans to open offices in all 
principal industrial cities as fast as the 
necessary manpower can be mobilized. 
When organization work is completed, 
there will be 300 to 400 field offices. 
The division’s work will be decentral- 
ized to the fullest extent through the 
field organizations, so that no small 
manufacturer need feel it necessary to 
go to Washington. 
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now working on defense equipment. 
Officers of the Army, Navy, Maritime 
Commission, and the OPM will be 
aboard to consult with those who 
visit the trains as they stop in cities 
through every state. 

Some stops will be for a period of 
a couple of days or more as may be re- 
quired by local conditions, and it is 
estimated that a minimum of 30,000 
small manufacturers will be inter- 
viewed during the tour. One train 
will travel to the East, another to the 
Midwest, and the third to the Far West 
and South. 


The CDD is scheduling 300 major 
clinics and some 400 smaller ones to 
cover every industrial area in the 
country. One of the largest to be held 
to date, and declared by Mr. Odlum 
to be one of the most successful in 
results, was in Chicago late last month 
when for three days the entire 22,000 
square feet of the Stevens Hotel ex- 
hibition hall was crowded with busi- 
ness men from the Middle West. Prime 
contractors from all over the country, 
175 in all, showed parts of equipment 
on which they were seeking subcon- 
tractors and these were viewed by 
some 3,500 men, some coming from 
as far as 500 miles away. It was esti- 
mated that the ground work was laid 
for nearly 2,000 subcontracts, a few 
of which were actually closed during 
the clinic. Representatives of prime 
contractors report that manufacturers 
are sending practical plant and op- 
erating men to these meetings in- 
stead of so many “brass hats,” as here- 
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who were unable to talk in- 
about their ability and 
capacity to handle the kind of work 


totore, 


telligently 


they thought they would be interested 
in, and because of this, negotiations 
are being greatly accelerated. 

In addressing the Chicago clinic, 
Mr. Odlum declared that it was to be 
the CDD policy not to pass on the 
dificult jobs to subcontractors, but 
rather the more simple and profitable 
work, leaving the tedious tasks to the 
larger plants already trained to handle 
them. The Division’s budget calls for 
the establishment of offices in prac- 
tically every industrial center of the 
country and a staff of 4,000 people to 
handle the work involved and work 
with manufacturers to help solve their 
individual problems. 

Under the new plan whereby a 
manufacturer facing close-down due 
to priorities may have his plant certi- 
fied by the nearest state or federal la- 
bor office as to that probability, small 
business is thrown another life saver in 


All he 


has to do is to apply to the labor office 


the defense program turmoil. 
for certification and a representative 
will be sent to survey the plant as to 
its employment and production facili- 
ties which will be reported to the 
CDD. The 


whatever steps may be necessary to 


Division will then take 


have defense work of suitable kind 
allocated to that plant. In the case of 
entire communities or pools of plants, 
Thus, 


while it is acknowledged that thou- 


the action will be the same. 


sands of small plants throughout the 
country never will be able to. partici- 
pate in the Defense Program because 
of the nature of their equipment and 
because of this will suffer hardships, 
under the expanded program of the 
Contract Distribution Division, there 
is a new ray of hope for “priority 
casualties,” provided management will 
make a reasonable effort to get lined 
up with a prime contractor or for a 
subcontract from the various procure 
ment divisions of the Army, Navy, 
and Maritime Commission. Mr. Od- 
lum has declared that he will fight to 
the last on the side of small business, 
as he, for one, does not w ant to see 
the business of this country in the 
hands of the few after the emergency 
is Over. 

Eleven entire communities already 


hav e been certified for remedial action 


and others are under consideration. 
These include Manitowoc, Racine, 
Kenosha, and Ripon, Wis.; Grand 
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Floyd B. Odlum, director of the Contract Distribution Division of OPM, addressing the 
defense production clinic in the Stevens Hotel in Chicago last month. The clinic was visited 
by 3,500 manufacturing executives who consulted with representatives of 175 prime contrac- 
tors who had booths in which they displayed the parts on which they need production. 
Mr. Odlum declared he would fight to the last to protect small manufacturers’ interests 


Rapids and Greenville, Mich.; Eaton- 
ton, Ga.; Newton and Kellogg, lowa; 
Mansfield, Ohio, and Evansville, Ind. 
Among the industries which have been 
certified are the entire household wash- 
er and ironer industry and the automo- 
bile accessory industry. It is preferred 
that certification be done by entire 
industries as it is easier to allocate 
work by types of equipment and pro- 
Trade as- 


such 


duction facilities available. 


sociations should function in 
cases. 

How contracts will be split in order 
to spread defense work is illustrated by 
con- 


khaki 


shirts to twenty-one manufacturers in 


the award late last month of 


tracts for 1,970,000 cotton 
twelve states, which could have been 
handled by six bidders with plants 
confined to four states. In all cases 
contracts will not be awarded on 
price alone. When bid prices are con- 
sidered too high, direct negotiations 
will be made with manufacturers in 
a particular region where it is desired 
to make awards and every reasonable 
effort will be made to induce such bid- 
ders to accept a stated quantity at 
what is considered a reasonable price. 
A bill which is to be introduced in 
Congress early this month will enable 
procurement divisions to take bids by 
regions, relax bonding requirements, 
and in other ways facilitate spreading 
contracts. 

with 


Manufacturers confronted 





shutdowns or serious reduction of 
production for the lack of 


amounts of certain materials needed 


small 


te complete larger works may be en- 
couraged by the desire and effort on 
part of the Supply, 
Allocation Board to see that these ma- 
terials are obtained. The procedure is 
to present the individual case to the 
SPAB with full details of the situation 
and the need for the materials. All 
manufacturers buying through indus- 
supply 


Priorities and 


trial distributors and _ mill 
houses are urged to codperate with the 
distributors in reporting their percent- 
age of defense operations so that the 
distributor may maintain his flow of 
supplies under the Defense Supplies 
Rating Plan. 

The most drastic regulation of ma- 
terials last month was the allocation 
of all copper for defense purposes 
Under this ruling, no copper will be 
permitted in building except for wire. 

An A-9 priority has been assigned 
steel warehouses and merchant steel 
products distributed through whol 
salers and jobbers and hardware dea!- 
ers. A similar rating has been giv 
repair parts for machinery and equ 
ment. 

Manufacturers who foresee diffic 
in getting materials for their reg! 
line of products should contact 
nearest offices of the Labor Departn 
and the Distribution 


Vision. 


Contract 










INDUSTRIAL MARKETING, November, | 

















on 


\ I! 


ly 


-he 


the 
of 


lies 





S35 Advertising Expendilure Nets 
Million-Doellan Sub-contract 


Advertising manager interprets company's plight as 


merchandising job and saves the day with a letter 


@ A MILLION-DOLLAR contract 
from an advertising expenditure of a 
mere $35 would be a feather in the 
hat of any advertising manager. But 
when the contract actually meant mors 
than dollars and cents, in fact the con- 
tinuance and future existence of the 
business itself, it’s a big red feather 
“Helping those who need you is 4 
feather in your hat”—but this is no 
community fund story, even though it 
might have been. 

Instead, this is the story of how 
Rowe Mfg. Company, maker of cigaret 
and candy vending machines, bagged a 
million-dollar defense sub-contract by 
the head-work of its advertising man- 
ager, Arthur Nack, and the codépera: 
tion of members of the National In- 
dustrial Advertisers Association. 

Like many another manufacturer 
producing goods that fall into the 
category, “non-essential to defense,” 
the Rowe company peered into the fu- 
ture realistically and observed that 
metals needed for vending machines 
face stringent curtailment. The met- 
'-working facilities in its modern 

unt at Belleville, N. J., keep 200 

ployes occupied and Rowe officials 

ne to the conclusion that the only 

e for avoiding the spectre of pri- 

y unemployment was to seek de- 

‘e¢ sub-contracts. 

was at this juncture that Mr. 

k came into the picture. View- 

the problem as a merchandising 

he mapped a modest test cam- 

n—which turned out to be a suc- 
‘ story far beyond anything he 
d> amed, 


r. Nack wrote a sales letter, a 


straight - from - the - shoulder appeal 
packed with human interest. His list 
was the membership of the New York 
and New Jersey Chapters of the Na- 
tional Industrial Advertisers Associa- 
tion, of which he is a member. His 
theme was simple; a request that his 
fellow advertising managers pass along 
the information that Rowe was 
equipped to handle sub-contracts to 
the proper executives in their respective 
organizations. 

“As one NIAA member to another,” 
his letter began, “I’m writing to ask 
your help in licking a problem. 

“Despite today’s so-called ‘seller’s 
market’ I’m hunting for business— 
DEFENSE BUSINESS. 

“To get it, I’m going to fall back 
on some of those good old-fashioned 
theories of salesmanship which were 
in vogue way back when copy was 
conceived to cull inquiries. At that 
time (as even we advertising men 
know), the best sales story for the 
best product brought results only when 
told to the right man. 


“Now my job is to pull a Diogenes 
and find that man—and to do it, I 
need your help. Specifically, the fel- 
low I’m looking for is the man in your 
company who allocates sub-contracts 
for the defense work your firm is do- 
ing as a prime contractor. 


“That man can use our manufac- 
turing facilities to the advantage of 
your company as well as mine; he is 
as much interested in meeting us as we 
are in meeting him, and any act that 
brings us together is a definite contri- 
bution to our country’s defense. 
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“What I want you to do—as a favor 
I hope to reciprocate—is to place on 
his desk, or forward to him, the en- 
closed story of my company’s manu- 
facturing facilities for defense. May- 
be your man will throw it in the waste 
basket, but more likely he’ll say, ‘Bless 
you—and the NIAA—what would we 
do without you!’ ” 

The letter itself was processed with 
a personalized fill-in, and the accom- 
panying data sheet was multigraphed. 
Included also were several printed 
pieces showing equipment manufac- 
tured by Rowe. 

The list consisted of 180 selected 
NIAA names, not all of which, it 
should be pointed out, were real pros- 
pects, since some companies handle 
no defense work and the list included 
several advertising agencies. Never- 
theless, up to this writing twenty-six 
replies have been received—twenty- 
two by mail and four by telephone. 
Most were routine acknowledgments, 
indicating that the company had no 
sub-contracting available or promising 
to pass the message along to the proper 
person; ethers took occasion to praise 
Mr. Nack for his initiative and re- 
sourcefulness; and still others offered 
a possibility for business. 

Most glowing result of all, of course, 
is the $1,000,000 contract which will 
probably keep the Rowe plant occu- 
pied with two shifts during 1942 
stamping and assembling parts to be 
used in making incendiary bombs. It 
is Rowe’s hope that a third shift will 
be maintained on its regular machine 
production. The defense sub-contract 

(Continued on page 94) 
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K&M Asks Iudusiry te Coénerale in 
New Product Development 





Interesting slant to campaign just launched by manu- 
facturer unable to serve customers immediate needs 


@ ALTHOUGH unable to supply 
many of its industrial materials to 
customers in non-defense industries, 
Keasbey & Mattison Company, Am- 
bler, Pa., asbestos pioneer, has just 
launched a new advertising campaign 
in eleven business papers. The series 
will have a two-fold purpose: that of 
keeping the company identified with 
industry, and to enlist the support of 
industry in wider and new applica- 
tions of asbestos. 


The campaign is unique in that 
while a great many industrial adver- 
tisers who are now in an oversold con- 
dition have taken to straight institu- 
tional advertising to let customers 
know of their situation and policies, 
the K&M series is designed to create 
closer relationship between K&M and 
its many customers by encouraging 
them to work hand-in-glove on the 
whole question of product develop- 
ment. The advertisements do their 
part in this program by encouraging 
manufacturers to send in any prob- 
lems they think might be solved by a 
asbestos. These 


problems as received will be turned 


new application of 


over to the K&M research laboratories 
for solution. 

The copy which will appear in No- 
vember publications is built around an 
oft quoted saw, which is incorporated 
in the head: “Perhaps we can’t see the 


forest for the trees.”” The text reads: 


Today industry generally is so absorbed 
with its manufacturing problems that it 
may not at the moment see the problems 
of others. We are well aware that we 
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may be overlooking some new opportunity 
for asbestos to serve industry 

Because we hold it our first duty to 
meet the known needs of national defense, 
our production today is busy with things 
on order. We believe that not a customer 
would have it otherwise, despite the incon- 
venience it may cause him 

But, we can think of the future. In 
fact, our research men are continuing to 
prepare for the future to the end that 
the return of normal times wil bring you 
fuller service from asbestos. 

In this you can help us. Have you a 
problem that might be solved by the ap- 
plication of asbestos? We will give thor- 


ough consideration to any suggestion, in 
the hope that it will prove to be practical 
from a manufacturing standpoint 
appreciate a letter from you 


We'd 
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KREASBEY & MATTISON 


COmFawy AmMELEe FEHB Tew awe 


First of a new series of ads designed to en- 
list the codperation of industry in looking 
forward to postwar times by submitting 
problems which might be solved by new 
applications of asbestos for development by 
the laboratories of Keasbey & Mattison 
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To back up the advertising, Keasbey 
& Mattison has expanded the operation 
of its research laboratories so that all 
suggestions coming from customers 
can receive prompt and thorough at- 
tention. In addition to this, all K&M 
salesmen are being supplied with port- 
folios containing the following items: 

1. A statement from Mr. Muehleck, 
K&M president, regarding the com- 
pany’s policies for the duration of the 
national emergency. 

2. Reprints of the complete series 


of new customer-interest advertise- 
ments. 
3. Questionnaires for K&M_ cus- 


tomers that will allow them to parti- 
cipate in the development of new 
products. 

The K&M salesmen are expected to 
go over these portfolios with every 
customer they call on, so that each 
one will know exactly what K&M is 
doing to provide better, more complete 
service for them when normal times 
return. 

In other words, during the present 
emergency, the facilities of Keasbey & 
Mattison’s sales, advertising, and re- 
search departments have been dedicated 
to the one purpose of developing new 
and better asbestos products for the 
future. 

The campaign is appearing in Bw 
ness Week, Chemical and Metallurgical 
Engineering, Food Industries, Ind 
trial Power, Mill & Factory, Mod:rn 
Industry, Newsweek, Purchasing, !°- 
finer and Natural Gasoline Manu} 
turer, and Time. Geare-Marst 
Philadelphia, is the agency in cha 
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Merchandising Booklet us. Catalog 





Forty-six points to consider when building a mer- 


chandising booklet, to enable it to do a selling job 


@ THOSE who undertake such sur- 
veys will tell you the life of most in- 
dustrial catalogs is three months. If 
you doubt this estimate, ignore it 

and so shall I. But if we agree the 
life of any catalog is not so high as 
three years, then we ought to get 
somewhere. 

We should arrive forthwith, for in- 
stance, at the conclusion that most 
of the industrial catalogs now in use 
are obsolete and, hence, ineffective. 

A condition of this sort will not be 
tolerated much longer unless we 
underestimate the intelligence of the 
buyer. 

A catalog is the most costly and 
the most important single factor in 
the entire advertising and merchan- 
dising programs of many manufac- 
turers. As such, it deserves attention 
compatible with its costs and its im- 
portance; and te deny it this attention 
makes it actually more costly and less 
important, 

It is not my intention to bore you 
with an elementary or elaborate dis- 
course on the subject of catalogs. Let 
me remind you, however, that such 
‘resumably eleméntal factors as size, 

nding, paper stock, typography, etc., 

ir important relations to subsequent 
les, and the idea that a catalog is 
nply a medium to present a line 
products to potential buyers is as 
meous as the idea that 1935 cata- 

s can serve effectively in today’s 

tomorrow’s market. 

\ sales producing catalog should 

ssentially a merchandising booklet. 


farther away it gets from the 
laic~— pictorial-presentation -of -the- 
idea—the better. Presenting the 
is, after all, of secondary impor- 


By JOSEPH F. SULLIVAN 


Advertising Manager 
The Brown Instrument Company, 


Philadelphia 


tance to selling the product, and the 
manufacturers who recognize this dif- 
ference are those whose catalogs be- 
come known as unusual examples of 
effective salesmanship in print. 

Good industrial catalogs are not 
Never are they “thrown 
They are planned 


deliberately, professionally, and pains- 


compiled. 
together.” 
takingly. Page by page, by reason 
and purpose, they are created to obtain 
their objective. Each factor in their 
development—copy, number of pages, 
size, illustrations, engravings, paper 
stock, binding, and printing process 
—is carefully analyzed not only in re- 
lation to the others, but also in re- 
lation to the objective as a whole: 
There is a positive reason for each de- 
¢ision—a reason interpretable in terms 
of orders. 


Here are some questions to ask 


yourself about your catalog: 


The Copy 


1, Did you in the first place make 
sure, through discussions with sales 
and engineering heads and others com- 
petent to judge, that you had a mer- 
chandising idea for a booklet—or 
were you just working up something 
because it was time to send out a 
catalog? 

2. Did you send a letter to the 
sales and service men requesting criti- 
cisms and suggestions for improving 
the sales: literature—or do you con- 
sider such opinions as unimportant? 
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Try this some time . . . it makes your 
job and their jobs easier. 

3. Was the text arranged in logi- 
cal sequence so that the reader could 
follow through to its conclusion with- 
out becoming confused—or did you, as 
an afterthought, tack on ene or more 
paragraphs to the main story—just to 
fill space? 

4, Was the message written in 
words you, or your salesmen, or the 
buyer could use easily in conversation 
—or was it clouded with technical ex- 
pressions that might confuse, or con- 
vey a different impression than you 
intended? 

5. If technical terms were used, 
did you explain them carefully so that 
the non-technical reader would under- 
stand them? 

6. Was the text written with due 
regard to the vernacular of the in- 
dustry in which it circulated—or did 
you, for example, use the language 
of physicists in a message to main- 
tenance men? 

7. Did you try to put the entire 
history of your business, products, and 
their accomplishments on the intro- 
ductory page? It can’t be done. 

8. Did you try to cover all of your 
sales points in the opening paragraphs 
with the result that none of them was 
clear to the reader? 

9, Was there anything in the copy 
that could be disputed, invite con- 
troversy. or argument anything 
you would have to defend or excuse? 

10, Did you neglect the “use” 
angle—or ‘Who — What — When— 
Where—How and Why”? 

1], Was the copy all about “our 
product and us?” Or did you remem- 
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A selection of merchandising booklets of The Brown Instrument Company showing the technique used in building a family resemblance in cover design, at the s 
distinguishing them by using carefully selected colors. The spreads show the faithful detail with which the instruments are presented so that there is practically nm 
arising in the prospect's mind that is not answered graphically by the numerous illustrations explaining every part and feature. In the upper spread the color 
records are shown in three colors just as the reader would see them if the actual instruments were in front of him. Treatments of other features are equally comp 


ber to emphasize “you and your in- 


terests”’? 

12. Did you carefully check the 
copy to see there was nothing in it a 
competitor or others might ridicule or 
translate into a joke? 

13, Did you vainly think you were 
dramatizing the copy with wisecracks, 
alleged They 


have their place—but are dangerous 


witticisms, or slang? 


in a merchandising booklet. 

14, Whom were you really trying 
to sell when you designed the catalog, 
the potential buyer or your company 
executives? Think this one over. 

15, Did you make it easy for the 
reader to get the benefit of what you 
offered—or did you just forget to 


mention the branch office location? 


Many a salesman has lost an order 
because of this. 


16. How do you know the copy 
tells the story or has the right ap- 
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proach? Make a trip with your star 
salesman some time and listen to his 


presentation if you want the facts. 


The Format 

17. Did the size and style com- 
pletely suit the copy and its objective? 
For instance, if you hoped it would 
be filed for reference, did you make it 
a standard size to fit an 8'4x11 file 
or a catalog binder? 

18, Did you use pictures wherever 
charts, and il- 


possible? Diagrams, 


lustrations are often essential to an 
understanding of the text. 

19, Of course you know it is im- 
portant to avoid words that offend the 
mind ... but do you know the eye 
can also be offended by unbalanced 
layout, typeface, and color harmony? 

20. Are you competent, through 
knowledge of what constitutes “‘bal- 
ance” in typography and illustration, 
to tell your printer how it should be 


done? Unless experience has proved 
your ability, better rely on your lay- 
out artist or printer. 

21. Did you so completely jam 
and surround the illustrations with 
type matter that it was like looking 
over the heads of a crowd to see them 
—or did you provide the proper layout 
with plenty of open space and mar- 
gins? 

The Illustrations 

92. Was the 
with drawings made to suit—or 
you save (?) some money by us 
that 


catalog illustrat 


old drawings were “go 
enough”? 

23. If they were new drawi 
does the artist who created them 
cialize in that field, or is he one of 
reasonably (?) low-priced artists 
can photograph, draw, or paint 
thing you want? 

24. Did you try to see how ch 
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ly you could buy the illustrations—or 
did you strive to get the utmost in 
artistry that you could for the right 
price? 

25. Were the illustrations closely 
related to your message and a real help 
in putting over selling points—or were 
they bizarre, melodramatic, freakish, 
or tricky alleged “eye catchers” which 
—if they did—took the mind away 
from your sales appeal? 

26. Did you insure perfection in 
illustrations by furnishing new plates 
or did you take a chance by supplying 
your printer with plates that had al- 
ready been used to print 100,000 cop- 
ies of another job? 

27. When you were discouraged 
with black and white illustrations and 
the job could not afford three- or four- 
color process engravings, did you re- 
member that a tint block printed in 
a subdued color underneath a one-color 
illustration will lift a job right out of 
the ordinary class? The second color 
is added pulling power which more 
than justifies the slight additional cost. 
Ask your printer about this. 

28. Did you try to use brilliant, 
flashy color combinations which did 
not harmonize—or did someone quali- 
fied by experience in the use of color 
take you safely over this pitfall? 

29. Did you make sure the half- 
tones were the correct screen and the 
correct type of plates were specified 
for the paper on which they were to 
be printed? 

30. If you featured installations of 
the product, did you picture it in a 
way that would make the potential 
buyer recognize it as being applicable 
to his problem? 


The Printing Process 


31, Just how many times did you 
check and double check the facts and 
roofread the entire catalog before 
1 okayed it for press? 

32. Did you produce a rotogravure 
» just because people read the news- 
‘aper rotogravures and with no regard 
to whether it suited a specific job? 
perly used, rotogravure is highly 
1ent—but be sure it fits the pur- 


3. Did you try to copy some- 
bovy’s good offset job regardless of 
w cher offset was suited for your 
pe icular job? Offset is ideal for 
cc ‘un booklets, but it is not supposed 
te .t every job. 

i, Was the paper used selected or 
ap voved by someone qualified by ex- 





So the busy engineer and purchasing agent 
will not overlook the new Watson-Stillman 
catalog being sent to them, this bleed page 
tells them that it's coming and that it con- 
tains valuable and useful information in 
the selection and application of hydraulic 
equipment, as shown by the pages illustrated 


perience to say that in quality, weight, 
color, texture, and price it was suited 
to the job—or did you use it just be- 
cause you liked that kind of paper? 

35. Did you invite your printer to 
recommend the paper stock, typeface, 
and size which should be used? His 
suggestions are based on experience. 

36. Did you thoughtlessly say to 
your printer something equivalent to 
this: ‘Don’t waste too much time on 
make-ready; get it out quickly and 
cheaply?” If you did, you probbaly 
got what you deserved. 

37. Did you get provoked because 
the printer rendered his bill with “Au- 
thor’s Corrections” which were prob- 
ably your fault? If so, why didn’t 
you put more time in the original plan- 
ning before you handed the printer 
the order? 

38. Did you have proper regard 
for the fact that just as there are law- 
yers who specialize in the different 
branches of law—so there are printers 
who specialize and excel in certain 
branches of printing? And do you 
know who and where they are? 

39. Did you realize that there are 
standard specifications which you can 
write for plates, type, and paper—and 
which almost any printer can carry 
out? There are no standard specifica- 
tions for “quality printing.” However, 
you can have it if you recognize it— 
but do not expect to find it on the 
“bargain shelf.” 


Is \USTRIAL MARKETING, November, 1941 


40, Did you ask six or seven print- 
ers to bid on the job? Then tell the 
low man his price was high but a 
slight reduction would get the order? 
If you did, the printer was justified 
in reducing the quality of the work. 
Why not entrust your work to one or 
two reliable printers? It will pay you 
in the long run. 

41. Do you always keep in mind 
the fact that etiquette and personality 
of your catalog may be used as a 
yardstick to measure the personality 
(or character, if you prefer) of your 
company? It’s your fault if the com- 
pany suffers by comparison. 

42. Do you, through an “I know 
what I want” attitude, literally throt- 
tle the originality and ability of the 
artists, engravers, and printers who are 
eager to give you their best? They all 
take pride in producing a good job 

it helps them to get more busi- 
ness. Why not give them a chance 
to exhibit your booklet as an example 
of quality printing? 
The Distribution 

43, Did you send a copy of your 
catalog to the various publications 
whose circulations covers the indus- 
tries in which you sell? Or did you 
think this a wasteful and costly pro- 
cedure? If so, you are mistaken. 
Most publications will gladly review 
your catalog in their new literature 
columns. This publicity will bring 
many new prospects not on your mail- 
ing list. 

44, Did you send to each and 
every sales and service man a personal 
copy of the book with a letter calling 
attention to specific items, special 
pages, new models, etc.? 

45. Did you send a supply to 
branch offices for the handling of in- 
quiries—or do they have to refer tele- 
phone inquiries, etc., to the home 
office? 

46. Did you mention the book in 
your publication advertising? An old 
cutomer may be using an out-of-date 
catalog. Bring him up-to-date. 

Note: No attempt has been made 
to supply a complete formula for 
the production of Merchandising Book- 
lets (catalogs). There are other ques- 
tions which may be added to this list, 
but space is limited. It is hoped, how- 
ever, these points may stimulate the 
imagination and be helpful in pro- 
ducing better catalogs or more effec- 
tive merchandising booklets. 
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By J. M. HICKERSON 


President, J. M. Hickerson, Inc., New York 








Visualizing the Advertising Program 
fo Management 


How one advertising manager used Kodachrome slides 


to explain advertising program to his top executives 


@ MOST 


staged by advertising managers to their 


advertising presentations 
executives or boards of directors are 
pretty involved or elaborate affairs. 
Either friend advertising manager 
marches into the nfeeting loaded down 
to the gunw ales with portfolios, fold- 
ers, briefcases, and other paraphernalia 
—or he and his crew have to spend 
most of the previous night setting up 
ill the props. 

The weeks prior to the eventful 
day are crowded with chores—finding 
geod clippings of ads—preparing 
charts and artwook—making layouts 
and mounting proofs—collecting ev- 
erything for the binder—locating that 
easel the sales manager borrowed last 
spring—and so on. And, finally, when 
you're all through—when you're up in 
front of the room talking your head 
off and flipping the pages, and one or 
two of the “big boys” are fidgeting in 
their chairs—you’re wondering if 
somewhere, somehow, there isn’t a sim- 
pler, more effective wavy to do your 
job. 

We've seen many such presentations. 
Some of them have been spectacularly 
good. But all of them, even the weak 
est, represented a lot of valuable time 
spent in the fuss and detail of prepara- 
tion. And most of them fell in the 
groove of being “just another presen 
tation.”” Which makes it tough enough 
if you're putting on a one-man show, 
but even worse if yours is a large or- 
ganization and there may be several 
such shows put on by other divisional 
or product advertising managers. 

That’s about the kind of situation 


Carleton Beckwith, advertising mana 
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ger of the well-known New Departure 
Division of General Motors, had to look 
forward to for the annual General 
Motors advertising session at Detroit, 
when each division’s advertising mana- 
ger has his share of the floor to tell in 
words and pictures what his baby had 
done. Competition for time and at- 
tention is keen—very keen, obviously, 
among men and divisional organiza- 
tions of such high caliber. And there’s 


a considerable amount of fine recogni- 


tion as a reward to the man and div 
sion deing an outstanding job of re 
viewing his advertising program. 
And now—here’s the startling thing 
about all this. 


New Departure’s 1940 advertising pro- 


For the entire story of 


gram: bearing advertisements with 
solid schedules in 40 trade, industrial, 
and business papers, and 5 general 
media; coaster brake advertising from 
several boy’s magazines and general 


(Continued on page 72) 





Projector and little box of 100 Kodachrome slides used by Carleton B. Beckwith, adver!i:'"9 
manager, New Departure Division, to show executives of the General Motors Sales Corp: '@ 
tion the type of material and copy making up its advertising and sales promotion camp* 9" 
which includes forty business and general magazines, direct mail, a series of technical t 
covering the various products and illustrating applications. This compact equipment elimir 
the usual bulky and unwieldy displays which otherwise would be required to show camp” 9" 
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Attorney-at-Law, Media, Pa. 


By CHARLES R. ROSENBERG, JR. 


Legal Phases of Selling Under the 
Defense Program 


Some points on contract law which should be known 


by industrial marketers selling in today's market 


@ A PICTORIAL layout faithfully 
presenting the current situtation in in- 
dustrial marketing would show an in- 
dustrial advertiser retreating in fright 
from an avalanche of orders being 
heaped upon him by a horde of deter- 
mined and insistent customers while 
ferocious-looking priorities and price 
controls advance upon him threaten- 
ingly from the rear. 

Some industrial marketers have the 
jitters so bad that they’re about ready 
to limit their advertising copy to 
weather reports and baseball scores. 
Worst dread of all is the possibility 
that their advertising will get results, 
will even bring in orders. 

“Suppose we advertise goods and 
prices, and people send in their orders, 
ind we can’t fill them,” they argue 
“We'll be up to our 
necks in lawsuits because we can’t 
make good on our advertised offer.” 

Fortunately, the industrial adver- 
tiser can unload that worry without 
turther argument. If he advertises in 
good faith and cannot fill the resulting 
orders, or some of them, he incurs no 
ility. ‘The law loveth a cheerful 
ertiser’”—or words to that effect. 
ine industrial advertiser mailed out 
i so-called “letter to the trade” in 
wich he quoted prices on certain 


shudderingly. 


goods in specified quantities and indi- 
ca'cd the shipping routing. The final 
line of the “Shall be 


p sed to receive your order.” 


letter was: 


1¢ of the prospects receiving this 
le immediately wired an order for 


a stated quantity of the goods on the 
terms outlined in the letter. The or- 
der wasn’t filled, and the customer 
brought suit against the advertiser 
for his failure to make good on his ad- 
vertised offer. But it turned out that 
legally the advertiser was not liable. 

“The letter,” said the court, “‘is 
clearly in the nature of an advertise- 
ment, or business circular, to attract 
the attention of those interested to 
the fact that good bargains in the 
goods could be had by applying to 
them, and not as an offer by which 
they are bound, if accepted, for any 
amount the person to whom it was 
addressed might see fit to order.” 
(Moulton vs. Kershaw, 59 Wisc. 316.) 

It’s elementary contract law that 
when an offer to sell is accepted, the 
transaction matures into a binding 
contract requiring the seller to deliver 
the goods and the buyer to pay the 
price at which they were offered. But 
an advertisement, a price list, a cata- 
log, or even a circular letter is gener- 
ally considered in the law to be an ap- 
parent offer which really is not an offer 
that can be turned into a binding con- 
tract by acceptance. 

When an industrial advertiser, for 
example, runs copy announcing, “Our 
finest brass-plated gadgets, $10,” is he 
legally liable to deliver if five thousand 
customers send in orders for several 
carloads apiece? And if he can’t de- 
liver, is he liable to a damage suit by 
each of the five thousand customers for 


defaulting on his “contract?” Of 
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course, that would be absurd even un- 
der normal conditions; and so the law, 
hide-bound as it is in many respects, 
takes a practical, common sense view 
of the advertiser’s “contractual” 
status. 

An advertisement, legally speaking, 
is not an offer which matures into a 
binding contract by acceptance but 
rather an “invitation” to prospective 
customers to submit offers which the 
advertiser, in turn, may accept or re- 
ject as he sees fit. 

The gadget advertiser, for instance, 
says, in substance: “I am interested in 
receiving orders for my finest brass- 
plated gadgets at $10 each.” The or- 
ders received in response to his adver- 
tising are therefore “‘offers’”’ which he 
is free either to decline or accept. He 
is not legally obligated to accept them. 

That convenient doctrine of con- 
tract law is a powerful protection to 
the industrial advertiser just now. It 
is possible, though, to word an adver- 
tisement, a direct mail piece, or a 
sales letter in such a way that it be- 
comes a legally binding offer which 
may be converted into a contract by 
an order or acceptance from the cus- 
tomer. It is possible perhaps—but a 
rather impracticable procedure—to put 
every piece of copy through a legal 
X-ray. Lawyers can argue endlessly 
over the “interpretation” of a single 
phrase, with the advertiser-client be- 
coming more confused every minute. 

One simple line in the copy, pref- 
erably at the end, will remove all 
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doubt about this business of “offer” 
and “acceptance” and “invitation to 
submit offers.” This line or its equiva- 
lent will do the trick: “All orders 
subject to acceptance or refusal when 
received.” 

Such a line definitely puts the ad- 
vertiser in the driver’s seat, and in 
these everybody will under- 
stand the reason for it. The mailing 
of an order by a customer in response 


times 


to an advertising presentation con- 
taining such a line clearly is not an 
“acceptance” that will tie the rope 
of legal liability around the adver- 
tiser’s neck. On the contrary, it is, 
in the legal view, an offer which the 
advertiser may turn into a binding 
contract by his acceptance or get out 
from under by his rejection. Of course, 
the acceptance or refusal should be 
forwarded to the customer promptly. 

This order and the sales correspond- 
ence following the advertising have 
legal pitfalls all their own. Suppose, 
for instance, the advertisement stipu- 
lated: “Terms, thirty days net to rated 
account” or thirty 
days.” Naturally the responses to 
the advertising will follow those condi- 


“Shipments in 


tions. 

Meanwhile, conditions have changed 
and the advertiser is compelled to 
ship C.O.D. and cannot promise deliv- 
ery under sixty days. Any orders he de- 
clines he had better decline flatly with- 
out discussing the altered conditions of 
sale and without saying that he is de- 
clining the order because it is based on 
the former selling terms. 

A rejection of an offer with an ex- 
planation of altered terms may be con- 
strued, legally, as a so-called “counter 
offer” which the customer can turn 
into a contract by an acceptance. The 
legal effect would depend largely on 
the wording in the particular case. 
Those complications can be avoided 
by a clear and simple refusal of the or- 
der. If it has to be rejected, let’s re- 
ject it without fumbling the ball! A 
“counter offer” on the new terms may 
of course be made to those customers 
whose orders the advertiser is willing 
to fill. 

Industrial advertisers are much more 
likely to make definite, binding offers 
in correspondence with individual cus- 
tomers and prospects than they are in 
advertising copy, but under the present 
conditions even these individual offers 
should be carefully “hedged” for the 


advertiser's protection. By all means 


it should be made clear in the letter 
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PAPER IS MONEY— 
DON'T WASTE IT 


Our Geveramen( asks you to sore waste paper for 
te detense needs You will be pad ash and oan do 
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Joining in the war against wasting paper, 
The Empire Box Corporation, Garfield, N. J.. 
has issued this colorful poster in red, white, 
and blue, now being mailed to all customers 


making the offer that the offer is not 
binding on the seller until the accept- 
ance is “received by us.” Otherwise, 
the seller may find that he is bound by 
a legally valid contract for the goods 
on the terms offered the moment the 
prospect mails his acceptance. 

It’s like this: the industrial market- 
er writes a letter today to a prospect 
in California making a definite offer of 
certain items at stipulated prices. The 
prospect receives the letter on Monday 
and writes and mails his acceptance the 
same day. Because of distance the 
offerer does not receive the acceptance 
until Thursday. Actually, he has been 
bound by a legal contract from the 
moment on Monday when the cus- 
tomer dropped his letter of acceptance 
in a post office or a government mail 
box in California! Sounds fantastic 
all right, but there’s plenty of law 
for it. 

Sometimes an industrial marketer 
seeks to protect himself on a quota- 
tion for goods offered to a customer by 
fixing a time limit on his offer. In 
his letter, for instance, he may say: 
“We will hold this offer open for ten 
days.” 

Now suppose 
jump in the price of materials or a 
government order sweeps the entire 
material supply into the defense pro- 
gram within five days. Is he still 
bound by his offer for the full ten 
days that he specified? 

Again thanks to the law, he is not. 
Unless the prospect paid something or 


there is a drastic 








gave something in consideration ot 
having the offer held open for ten 
days, the offer may be withdrawn at 
any time before the ten days. 

A situation that enrages an indus- 
trial marketer even in ordinary times 
is to submit a quotation or offer to a 
prospect at the latter’s request and 
then receive no reply for an indefinit« 
period. Meanwhile, the prospect shops 
all over the industry in the hope of 
better terms or price, finds he can’t do 
as well elsewhere and then sends in his 
order for “immediate attention.” Is 
the industrial marketer still bound by 
his offer after such a considerable 
lapse of time? Will the law hold him 
to it? 

An offer made without any fixed 
time limit may be withdrawn at any 
time and, if not withdrawn, dies a 
natural death, legally, after ‘‘a reason- 
able time” has elapsed, meaning that 
a prospect cannot let the offer lie for 
an unreasonable length of time and 
then force the seller to deliver under 
the terms of the offer by sending in a 
sudden acceptance. An untimed offer 
is thus said to “lapse” after the expira- 
tion of a reasonable time for its ac- 
ceptance. There’s no definition of 
“reasonable time;” it depends on the 
circumstances in the particular case. 
Under today’s swiftly changing con- 
ditions, the life of an untimed offer in 
the industrial field could hardly be very 
long. 

Many industrial 
been worrying unnecessarily about the 
disastrous legal effects that might re- 
sult from an inability to fulfill con- 
tracts already entered into if govern- 
ment priorities and production controls 
should intervene. Now that industry 
can anticipate the course of the devel- 
oping defense production program, it’s 
the part of wisdom to insert in every 
contract a clause saying that the whole 
transaction is subject to priorities and 
production control: in 
“out” clause. 


advertisers have 


government 
brief, a comprehensive 
But even on contracts without such 
saving clauses, the law protects the 
industrial marketer. 

Suppose, for instance, that the gov- 
ernment, under the necessities of the 
national defense 
him to produce exclusively for the 
government and forbids his mak ng 
any further deliveries to private ©"'s- 
tomers. Under the law, an order msde 
with proper authority by a judge o: 19 
executive or administrative officer of 

(Continued on page 104) 


program, requires 
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How direct mail can be utilized by business and gov- 


ernment during wartime considered at Montreal meeting 


irect Mail Advertisers Hold Largest 


@ HOW Canadian and United States 
business and governments are using, 
and can use, direct mail advertising in 
the solution of their wartime problems 
highlighted the program of the twenty- 
fourth annual convention of the Di- 
rect Mail Advertising Association held 
last month in Montreal. It was the 
first time the annual meeting has been 
held in the Dominion and the three- 
day session was considered one of the 
most successful in the history of the 
association. 

In his keynote address, President L. 
Rohe Walter, advertising manager, 
The Flintkote Company, Inc., New 
York, predicted a longer war than gen- 
erally expected and cautioned that 
wars always change markets, thus cre- 
ating a situation which calls for long 
range planning and also necessitates 
advertising continuation to bridge the 
gap. From now on, he said, business 
should make increasing use of adver- 
tising to sell ideas, to explain, to re- 
habilitate the business system in the 
eyes of the public, to tell the part 
played by business in the defense ef- 
fort, to help build and to help main- 

the morale of citizens, dealers, 
salesmen, to tell the story of re- 
ch developments which will make 
er products available for more peo- 
t less cost in the post-war period. 
Susiness must realize,” Mr. Walter 
ted, “that it is not going to make 
‘uture stakes secure merely by a 

phant, all-out effort in this war. 
inly it should vindicate itself by 
nstrating its utility as the basic 


p t factor in the democratic setup 
w ll the American way of life. 
s 


thing more is needed. American 
ess should now be exerting the 
co" iementary effort to dramatize the 


onvention 


impertance and the significance of its 
performance under fire, to drive home 
the ideological and political aspects of 
the American system that makes such 
economic performance possible.” 
President Walter was re-elected, as 
well as the other officers of the associa- 
tion who are: American vice-presi- 
dent, Richard Messner, E. E. Brogle & 
Co., New York; Canadian vice-presi- 
dent, Spalding Black, Cellophane Divi- 
sion, Canadian Limited, 
Montreal; secretary-treasurer, George 
E. Loder, president, The National 
Process Company, New York. Elect- 
ed to the board of governors for three 


Industries 


years were: Lester Suhler, subscription 
manager, Look, Des Moines, lowa; 
Alexander Thomson, Jr., advertising 





L. Rohe Walter, advertising manager, Flint- 
kote Company, Inc., New York, was re- 
elected president, Direct Mail Advertising 
Association at its convention in Montreal 
last month. He is shown here introducing 
Dr. L. D. H. Weld, director of research, 
McCann-Erickson, Inc., who addressed a ses- 
sion Government Attitudes on Advertising" 
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manager, Champion Paper and Fibre 
Company, Hamilton, Ohio; and Mr. 
Mr. Spalding and Victor E. 
Hecht, Zellerbach Paper Company, 


Loder. 


San Francisco, were elected to repre- 
sent the Canadian and West Coast 
members respectively. 

Several of the addresses given be- 
fore the convention, which are of spe- 
cial interest to industrial and business 
advertisers, are reported at length else- 
where in this issue. 

R. L. Lloyd, advertising manager, 
Monel and rolled nickel department, 
International Nickel Company, Inc., 
New York, gave a lantern-slide talk 
outlining his company’s promotional 
efforts under the Defense Program. 
The program consists of industrial 
booklets, consumer advertising, busi- 
ness paper advertising, direct mail, 
mailing lists for fabricators, exhibits, 
merchandising and technical service. 
The’ salesmen are now being used to 
help customers with their problems, 
especially in the application of substi- 
tutes, and this service is being fea- 
tured in business paper advertising. 
Even though its customers cannot get 
Monel, sixty-seven per cent replied 
to a query requesting that the house 
organ, “Mechanical Topics,” be con- 
tinued, some asking for it on a more 
frequent basis. 

Stressing the importance of con- 
tinued advertising during the war pe- 
riod, Major F. W. Nichol, vice-presi- 
dent and general manager, Interna- 
tional Business Machines Corporation, 
New York, declared that business has 
an educational job to do and cannot 
let down now. “Primarily,” he said, 
“we must concentrate on building up 
our national defense. Business and in- 
dustry must unite with government in 
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Among the people identified with the industrial advertising field at the Direct Mail Advertising Association convention in Montreal last month were: Allen M. Whitlock 
executive, Marschalk & Pratt, Inc., New York; R. T. Harris, advertising manager, Dictaphone Corporation, New York; R. H. Israel, advertising manager, Virginia Smeltin 
| pany, West Norfolk, Va.; W. N. Leach, special representative, Royal Typewriter Company, Montreal; Miss Mary Beckman, assistant advertising manager, Irvington \ 












1 defense program against the wrong 
kind of future—an intolerable future. 
This applies equally to every country 
where industrial democracy and free 
enterprise prevail. All the people of 
the earth must be sold on sound, fair 
economic policies and on dealing fairly 
with each other as individuals and as 
nations. We must sell the idea and 
the ideal of fair policies in and be 
tween all nations 

“In that direction,” he concluded, 
and in that direction alone, lies peace, 
ind we, as sales-minded persons, must 
take the initiative and begin to think 
about it now, and work and organize 
for it now, so that, after this war ends, 
we can make this idea and this ideal 


a splendid reality.” 


" Advertising as usual” is as foolish 





R. L. LLOYD 
Inte att al Vickel saleame are ou 
sed ft help stomers with their produc 
ble ‘ md to keep then from 
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as “business as usual” under today’s 
conditions, Elton Johnston, vice-presi- 
Locke, Johnston & Co., Ltd.. 


convention. 


dent, 
Toronto, cautioned the 
How advertising is done is much more 
important today than how much is 
done, he asserted in urging his listeners 
to plan their work more carefully in 
order that it will have the proper ap- 
proach to new conditions. Advertisers 
should not over-enthuse on their war 
efforts and should not take credit for 
winning the war with their machines 
or equipment. Direct mail, he sug- 
gested, should be used to sell the com- 
pany in the absence of the usual sales- 
men’s calls; a house organ can be used 
to tell the problem of deliveries, etc. ; 
and a monthly folder can keep custom- 
ers’ interest alive by telling them about 
research activities being carried on. 
In discussing direct mail from the 
management’s viewpoint, Charles R. 


Vint, 


Peet Company, Ltd., Toronto, said that 


president, Colgate-Palmolive- 
direct mail advertising has the special 
advantage that it can be started on a 
small basis and that there is no doubt 
is to its results for they can be definite- 
ly checked. The real job of adv ertising, 
he said, is to keep customers sold, and 
an effort should be made to make the 
customer feel that his interests are 
being looked after. 

Speaking on government attitudes 
toward advertising, Dr. L. D. H. 
Weld, director of research, McCann- 
Erickson, Inc., New York, flayed poli- 
cies of the government and warned 
delegates against the likelihood of fur- 


ther restrictive action being taken as 
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a result of the war. He pointed out, 
however, that advertising men over 
look the important and significant fact 
that these attitudes actually reflect the 
sentiments of a large segment of the 
American people, according to numer 
ous surveys. “This means,” he declared, 
“that the government is simply re 
flecting public opinion, and the logical 
conclusion from this fact is that we 
not only need to educate legislators 
and government officials about the eco 
nomics of advertising, but that we 
need to educate the general public as 
to the economic soundness of adver- 
tising and the part it has played in the 
progress of the nation.” 

Keith Crombie, manager, McConnel, 
& Co., Ltd., Montreal, in 


discussing the relationship between the 


Eastman 
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“We must mark our present marke 
preserve them in such a way that 
be sure they are here when we 
to them after the emergency 
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idvertiser and the agency with ref- 
erence to direct mail, referred to a 
survey which revealed that the ma- 
jority of advertisers would like to 
have their agencies handle the direct 
mail part of the advertising program 
ind are willing to pay for such serv- 
ice, but most of them feel their agen- 
cy is not sufficiently equipped to do 
the work. 

In a panel discussion which closed 
the convention program, it was 
brought out that direct mail is now 
being used for building prestige and 
background for sales activities. In the 
distribution of catalogs or booklets it 
was deemed better to build intrinsic 
value into the piece by announcing it 
first by letter or publication adver- 
tising and sending it only to those who 
request it, later sending it to all 
others who should have a copy. The 
importance of maintaining mailing 
lists during this period of great expan- 
sion and personnel changes was empha- 
sized by many speakers. 

The use of direct mail and propa- 
ganda by government was discussed 
by Harford Powell, director of infor- 
mation, U. S. Treasury Department, 
Washington, D. C., and William 
Strange, script writer for Canadian 
Broadcasting Corporation. Mr. Pow- 
ell detailed the use of direct mail in 
selling U. S. Defense Bonds in which 
continuing tests play an important 
role in results. Mr. Strange asserted 
that the only way to make people re- 
lize facts is to put them right up 
against the truths and that no propa- 


ganda is good unless it tells the truth. 





k L. Becker, advertising manager, Na- 


- 


Cash Register Company, Dayton, 
and Peter C. Poss, assistant advertis- 
nanager, Timken Roller Bearing Com- 
Canton, Ohio, wait their turn to get 
cheon ticket at the Direct Mail Adver- 
Association convention in Montreal 
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E. S. Lipseh, sales promotion manager, S. D. Warren Company, Boston, center, lights up and 
gets set for the opening session of the Direct Mail Advertising Association convention at 
Montreal last month. On either side is another from the seat of culture: A. F. Lewis, adver- 
tising manager, Simplex Wire & Cable Company, studying the program, and C. E. Downing, 
advertising manager, New England Coke Company, one of the 1941 Direct Mail Leaders 


1941, Direct Mail 
Leaders 


@ TWENTY industrial and business 
advertisers were among the fifty Di- 
rect Mail Leaders of 1941 as selected 
by the Direct Mail Advertising Asso- 
annual competition 
which featured the association’s con- 
vention held in Montreal last month. 


ciation in its 


Also, five advertisers whose efforts are 
directed to the business field were each 
awarded one of the fourteen cups as 
special awards for specific campaigns. 
In the latter competition, W. M. 
Thompson, editor, “Shell Progress,” 
house organ of the Shell Oil Company, 
received the INDUSTRIAL MARKETING 
cup for the “campaign including the 
mos teffective use of house organs— 
internal and/or external.” 

The industrial and business adver- 
tisers receiving awards were: 


Abbott Laboratories, North Chicago, 
Ill., Charles S. Downes, advertising and 
sales promotion manager; Aluminum Com- 
pany of America, Pittsburgh, Herndon A 
Oliver, Jr., advertising department; Asso- 
ciation of Gas Appliance & Equipment 
Manufacturers, New York, John E. Bogan, 
sales promotion manager; Austenal Labora 
tories, Inc., Chicago, John Mannion, ad- 
vertising manager; Bausch & Lomb Optical 
Company, Rochester, N. Y., R. L. Van de 
Vate, assistant advertising manager; Cater- 
pillar Tractor Company, Peoria, Ill., P. C 
Smith, assistant advertising manager; Con- 
tinental Can Company, New York, R. R 
Corlier, assistant advertising manager; 
Devoe & Raynolds Company, Inc., New 
York, Ivor Kenway, advertising manager; 
Gilman Fanfold Corporation, Niagara 
Falls, N. Y., G. E. Russell, advertising 
manager; Hercules Powder Company, Wil- 
mington, Del., Miss Elizabeth Stroud, 
editor, “The Hercules Mixer”; 
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Hoover Ball and Bearing Company, 
Ann Arbor, Mich., F. H. Lennox, sales 
manager; Illinois Tool Works, Chicago, 
Charles F. Keyser, advertising manager; 
International Fibre Board Limited, Gati- 
neau, Quebec, Fred C. Johnstone, adver- 
tising and sales promotion manager; Merck 
& Co., Inc., New York, Douglas Wake- 
field Coutlee, director of advertising; 
Monsanto Chemical Company, St. Louis, 
Howard A. Marple, editor, “Monsanto 
Magazine”; Phoenix Metal Cap Company, 
Inc., Chicago, H. J. Higdon, advertising 
manager; Royal Typewriter Company, Inc., 
New York, W. H. Beckwith, advertising 
manager; Schering Corporation, Bloom- 
field, N. J., J. Beal; Shell Oil Company, 
Inc., New York, W. M. Thompson, editor, 
“Shell Progress”; United States Rubber 
Company, New York, C. J. Durban, ad- 
vertising and sales promotion manager, 
truck tires. 


Winners of the special cups whose cam- 
paigns were in the business field were: 


Canadian cup, given by Spalding Black, 
market development and advertising man- 
ager, “Cellophane” Division, Canadian In- 
dustries Limited, Montreal, for ““The Most 
Outstanding Direct Mail Campaign Pro- 
duced in Canada” to International Fibre 
Board Limited, Gatineau, Quebec 

The President's cup, given by L. Rohe 
Walter, advertising manager, The Flint- 
kote Company, Inc., New York, and 
president, Direct Mail Advertising Asso- 
ciation, for ““The Most Outstanding Direct 
Mail Campaign,” to Merck & Co., Inc., 
New York 

House Organ cup, given by G. D 
Crain, Jr., publisher, INDUSTRIAL MARKET- 
ING, Chicago, tor “Campaign Including the 
Most Effective Use of House Organs—lIn 
ternal and/or External,” to Shell Oil Com- 
pany, Inc., New York 

Jim Mosely cup, given by James M 
Mosely, president, Mosely Selective List 
Service, Boston, for “The Best Campaign 
for Getting Orders Entirely Direct By 
Mail,” to Southern States Iron Roofing 
Company, Savannah, Georgia. 

The Reporter cup, given by Henry 
Hoke, publisher, The Reporter of Direct 
Mail Advertising, New York, for “Most 
Effective Use of Good Showmanship in a 
Direct Mail Campaign,” to Royal Type- 
writer Company, Inc., New York 
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By WILFERD A. PETERSON 
House Magazine Editor 


The Jaqua Company, Grand Rapids, Mich. 





What « House Magazine 


Can De Teday 


The house organ will effectively maintain contacts 


in a market and build morale within an organization 


@ IF ALADDIN’S GENIE should 
appear and ask you for a list of the 
things you want for your business 


today, you would undoubtedly in- 
clude many of the following desires: 

To hold the loyalty of your business 
friends. 

To insure your business for to- 
morrow. 

To have customers and prospects 
keep you favorably in mind even 
when you cannot supply their needs. 

To convey in some manner the 
spirit, character, and manhood of your 
organization. 

To maintain your position against 
the inroads of competition. 

To help to speed defense and build 
in enduring democracy. 


A house magazine can help you 
achieve these objectives because it is 
idvertising plus! It reaches out 
in many directions to do far more 
than just advertise your business in 
selling goods 


the narrow sense of 


alone. A house magazine is a medium 
through which you can hang in the 
mind-gallery of your prospects, cus- 
tomers, dealers and employes, a living 
portrait of your business. 

The house magazine, house organ, 
private magazine, sales publication, or 
whatever you chose to call it, has 
always had the same desirable qual- 
ities . . . but never in the history of 
advertising has it fitted the situation 
as well as it does today. 

The potentialities of the house mag- 
azine have never been fully realized 
It has often 


by many executives. 


From an address before the 24th Annual 
Convention of the Direct Mail Advertis 
ing A\ssociatior \iontreal Oet 8.10 
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been the office boy’s plaything 

it should be the executive’s chief ad- 
vertising and business relations tool. 
It is a medium worthy of the atten- 
tion of business leaders, a medium 
deserving of an appropriation in step 
with the objectives a good house mag- 
azine can accomplish. 

Let us examine some of the plus 
qualities of a house magazine, qual- 
ities that make it unique from the 
standpoint of the spirit, character, and 


personality which it can radiate. 


The Magic of the Personal Touch 
First, of all, a house magazine is 
the most human advertising ever to 
roll off a printing press. 
Hold a stop watch on the sales- 
men you like and from whom you 


buy. Check up on what they talk 





WILFERD A. PETERSON 


The house magazine gives employes 
something to live up to it should 
express the spirit of a company as well 


as sell goods 


fishing, 
movies, golf, trips, baseball, boxing, 
mixed into their conversation in lib 
You'll find that they 


have won your confidence by becom 


about. You'll find dogs, 


eral amounts. 


ing friendly. 

One of the strong features of a 
house magazine is that it is like the 
salesman to whom we give our busi 
ness! It has glow and personality. 
It enriches our lives. Its coming is 
looked forward to like that of a wel- 
come friend. People are not Addresso- 
graph plates nor are they just names in 
a telephone book . . . they are living, 
loving, working, dreaming human be- 
ings. It is on this basis that the house 
magazine approaches them. It doesn’t 
shout at them like a train announcer 
—it talks with them like a quiet, 
philosophical friend. 

In a house magazine going to en- 
gineers the selection that appealed 
to them the most during a period of 
an entire year, was a poem! Even 
engineers are human! 

The things that medical men like 
best about a famous pharmaceutical 
house magazine are the beautiful old 
prints reproduced on the covers. Proot 
that doctors think about something 
else than pills and scalpels! 

The way to get closest to a man, 
no matter what his work or station in 
life, is to approach him on a simple 
human basis—as a human being. 

For more than a quarter of a 
tury Kalamazoo Vegetable Parchi 
Company has published a little n 
azine, ‘““The KVP Philosopher.” 
cently in a letter, Glenn Stewart 
vertising manager, said this: 
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had to put our entire advertising 
philosophy here at KVP into one short 
sentence it would be that we want 
our customers to know that we are 
‘just folks... When a company gets 
as large as this one, I think there is 
a tendency on the part of buyers to 
wonder if they are not beginning to 
deal with one of those famed ‘soul- 
less corporations’ that one reads about. 
We want folks to know that we put 
our pants on the same as anybody 
else, and our feet get just as tired, 
that the toast is sometimes burned, 
ind that we are just a bunch of peo- 
ple like they are, trying to get along. 
We have followed this pattern for a 
good many years and it works. It 
is a program of advertising and sell- 
ing by indirection, rather than a di- 
rect formal attack.” 


The Power of Inspiration 

I have seen thousands of letters and 
piles of postal cards from readers of 
the dozen house magazines my or- 
ganization publishes for firms in the 
United States, as evidence that people 
ure hungry for inspiration. 

James T. Mangan, advertising and 
merchandising manager, Mills Nov- 
elty Company, Chicago, believes that 
inspiration is one of the fundamental 
qualities a house magazine should 
possess. In a letter answering my 
question concerning what a_ house 
magazine can do today, he says: “I 
think the greatest contribution a 
house magazine can make to its read- 
ers is inspiration. Inspiration is the 
thing all people are looking for, 
whether in depression or prosperity, 
peace or emergency. 

“The inspiration that a house mag- 
izine gives off should be personal and 
unselfish, and in an illuminating way 
help every reader to help make him- 
elf a better man. Of course, the 
nagazine should never try to preach 

only inspire. With inspiration 
its main theme the readers will 
me to look forward to the lift each 
ue will bring them. The feeling of 
ititude created by such inspiration 
the good will which justifies all 
time, trouble, and expense in pub- 
hing the magazine. 
Any concern which has regularly 
lished a house magazine in the 
should by all means keep it up 
these times of emergency. To dis- 
tinue the magazine on the theory 
the concern needs no extra busi- 
at the present time is an act 
folly, a desertion of friends. 
Today’s customers are being 





It's all smiles as W. M. Thompson, editor, "Shell Progress,’ Shell Oil Company house organ, 
is presented with the ‘Industrial Marketing’ cup at the Direct Mail Advertising Association 
convention last month in Montreal for the “campaign including the most effective use of 
house organs, internal and/or external.’ President L. Rohe Walter announces the winners 


kicked around, disappointed, delayed 
and irritated by the inability of pri- 
vate business to meet their needs. 
What an opportunity then to calm 
them down, to hold their friendship, 
to warm their hearts with the same 
old house magazine made even more 
friendly and inspiring than it has ever 
been in the past!” 

Because in offices, factories, stores, 
we need more inspiration today, I 
think we should have more house 
magazines more messages of in- 
spiration. 


Building Morale and Unity 


Building morale is another plus 
value that the house magazine gives 
today. The house magazine that | 
am talking about is the external pub- 
lication going to prospects and cus- 
tomers. This magazine can also be 
used to do an inside selling job. . . 
inside your own organization. By 
sending copies of your external mag- 
azine to the men in your plant you 
show them how you are selling their 
services and making their jobs more 
secure. You create pride in work- 
manship, you inspire team-work and 
coéperation. Firms sending the first 
issue of their magazine to their em- 
ployes usually accompany that first 
issue with a memo, or letter, saying: 
“This little magazine is being mailed 
out to win good will and friendship 
for your firm and to help sell the 
products you make. It is your ad- 
vertising messenger. We invite you 
to read it and to note what we are 
saying about you, your product, and 
your organization.”” Sent to employes, 
your prospect-customer magazine 
gives your organization ideals to live 
up to, a goal to shoot at. It acts as 
a cheer leader for your employes. 
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Another way that external house 
magazines can help to promote morale 
and unity is by serving as media 
for distributing patriotic propaganda. 
And exchange can be international in 
scope. You in Canada and England 
can quote from us... we can quote 
from you. One of our writings which 
has been widely quoted in the United 
States was originally printed in a house 
magazine which we _ publish for 
Hoover Ball and Bearing Company, 
Ann Arbor, Mich., called “The 
Hoover Sphere.” This magazine goes 
to several thousand large plants 
throughout the United States. Ex- 
ecutives read the article, “Let’s Go 
America,” and asked for permission 
to quote it in other house magazines, 
in shop papers, for placing in pay 
envelopes with pay checks. Reprint, 
permission was given and as a result 
this patriotic message has been read 
by thousands of American workers, 
and our client has received an abun- 
dance of good will as a result. 

We have made it an editorial rule 
at our place to have at least one arti- 
cle of this character in each house 
magazine which we write. 


The House Magazine 
Is a School House 

Many firms are finding that one 
good way to educate distributors and 
dealers is by sending them a travel- 
ing school house a house maga- 
zine Between the covers of the pub- 
lication they can learn how to sell, 
how to advertise, how to display the 
products for sale. 

For twenty-two years The Goodyear 
Tire and Rubber Company of Canada 
has been sending a house magazine 
to its 7,000 dealers. Looking through 
some of the issues, one can see how 
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Front and back pages of a new four-page house organ just launched by The New Jersey Zinc 
Company for the purpose of telling customers how zinc is being used in defense work. On 
the back page is reproduced the first of a new series of ads the company is now running 
to tell a similar story. The paper is 10!/2x13'/2 in size and printed in blue and black 


it has inspired dealers to work for the 
war effort, kept them in touch with 
rapidly conditions, kept 
them alive and alert to the times. 
“Telephone Tips” pictures a story 
about how the Goodyear blimp aided 
in the Victory Bond Drive, and stories 
of girl filling-station attendants re- 


changing 


placing men gone to the front. This 
magazine must be a powerful force 
in holding the loyalty and understand- 
ing, and in keeping up the enthusiasm, 
of Goodyear dealers. 
tions, I believe, are used in this coun- 


Similar publica- 


try, but the Canadian edition indicates 
especially how a house magazine main- 
tains contacts with dealers in war- 


time. This is 


tion of how effectively house maga- 


another demonstra- 


Zines meet today’s needs. 


Multiplied Friendship 


Here is the astonishing secret: The 
things you GIVE through a house 
magazine are the things which make 
it effective. Because of the things 
you GIVE on its pages your publica- 
tion is singled out in the mail; it is 
given preferred attention; it gees into 
coat pockets; it is passed on to others, 
increasing the number of readers; it 
is saved in desk drawers for years. 
All of which means that the advertis- 
ing in your house magazine will be 
seen more often, live longer in the 
hands of your readers, and do a better 
selling job. 

The things you GIVE through your 
publication will draw to you the most 


vital possession a firm can have to- 
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day ... FRIENDS. And friendship 
multiplied becomes good will. Good 
will is not just an intangible but is 
often more vital and valuable than 
brick, mortar, and machinery. 


In many instances I have seen 
turnover greatly reduced, cancel- 
lations stopped, serious complaints 


satisfactorily settled, all through the 
spirit of good will created by a house 
magazine in the minds of customers 
and prospects. I have seen the atti- 
tude toward a firm revolutionized 
from one of suspicion and doubt to 
complete confidence, through a house 
magazine. I have seen the person- 
alities of firms expand and their char- 
ters develop as the result of their ef- 
forts to live up to the impressions 






created by their publications. By 
establishing better understanding be- 
tween firms, these magazines are has- 
tening the day when all commerce 
its customers and pros- 
pects as one friend treats another. 
These are some of the PLUS-VALUES 
we will secure from the things we 
GIVE in our house magazines. 

Today you may be sold to capacity 
ahead. You may be 


You may 


will treat 


for months 
loaded with defense orders. 
desire no more inquires, no more sales 
. now. But you do not dare to 
stop advertising because you know 
people forget. A famous psycholo- 
gist makes the startling assertion that 
ninety per cent of all ordinary learn- 
ing apparently is forgotten in twenty- 
four hours! Therefore you desire to 
build a bridge of good will across 
the emergency years to the peaceful 
You desire to insure your 
future business. 

Mailing a house magazine is one of 
the best ways to bank the gold of 
good will today, for tomorrow’s rainy 
day. There are at present 120 house 
magazines in Canada, 130 in Eng- 
land, 2,000 in the United States. 

Because the house magazine so log- 
ically fits the tempo of today 
many new magazines should and will 
be started. In starting one, remem- 
ber that it is not hypodermic adver- 
tising, it is not like a shot in the arm, 
the effect of which soon wears off. 
Unless you are willing to spend 
enough money to do the job right, 
unless you are willing to employ com- 
petent people to do the job, unless 
you are willing to follow through for 
a period of years, it is perhaps best 


not to start at all. 


tomorrows. 














Joining the ever-growing field of industrial house organs is the “Ajax Metelectric Progr: 
which made its debut last month to tell how the products of The Ajax Metal Company, Ph 
delphia, and affiliated companies, are being used by industry. The trim size is 9x12 inc 
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By WALTER K. BAILEY 


Sales Manager, The Warner & Swasey Company, Cleveland 


The Develomment of Warner & Swaseys 
Defense Aduertising 


The complete story of one of the most outstanding 


campaigns in the history of industrial advertising 


@ HUNDREDS of companies who 
have been called upon for all-out na- 
tional defense production have been 
sold out for months ahead. 

In our own industry, the machine 
tool industry—this situation has held 
true for the last two years and bids fair 
to hold true into the indefinite future. 

Since machine tools enter into the 
manufacture of practically every type 
of defense equipment, our industry 
was called upon from the very begin- 
ning of the Defense Program to pro- 
duce machine tools in unprecedented 
quantities. 

The response to the demand created 
by the emergency is, I think, rather 
istounding. Our industry normally 
has a volume of about $100,000,000 a 
year. In fact, in the middle of the 
last depression we dropped, in 1932, 
to a total volume of only $22,000,000 

one year. 

To meet the needs of the Defense 

‘rogram, the machine tool industry 
st year produced $450,000,000 worth 
' machine tools, and it is expected 
it this year’s production will reach 
"50,000,000. 

So our story is one of constantly 

sanding output, all going toward 

poses of national defense. All of 
production is for national defense 
aid to Britain. 

No matter how fast we boosted our 

put, national defense requirements 

t up still faster. And for the 

ufacture of strictly peace-time 

m an address before the 24th Annual 


ention of the Direct Mail Advertising 
Clation, Montreal, Oct. 8-16 


products our customers have not been 
able to obtain any machines at all for 
some period of time, and they will not 
be able to obtain any in the future. 

So from an advertising and sales 
standpoint, we were in a quandary. 

The last thing we wanted was sales 
promotion. Certainly in our adver- 
tising we needed to change our ob 
jectives, or rather, our methods of 
obtaining those objectives. 

Now, of course we could have 
dropped all sales and advertising ac- 
tivity. But after careful considera- 
tion we decided to do just the reverse. 
It seemed to us that there was a 





WALTER K. BAILEY 


“When your plant can’t meet present de- 
mands or when it is sold out, that is not 
the time to stop advertising. That is the 
time to really get advertising under way.” 
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mighty important job for sales and 
advertising to do in the reversed sit- 
uation in which we found ourselves. 

Our salesmen were handling six 
times their normal volume. They 
were busy explaining to customers 
why we couldn’t give them machine 
tools as fast as they wanted them. 
They were helping customers with 
their production problems, aiding cus- 
tomers to get maximum output of 
their present machines, and obviously, 
they did not have the time to call 
upon non-defense customers. 

Instead of cutting off our adver- 
tising, we have increased it, in order 
to supplement our sales effort. I think 
the best way to describe our advertis- 
ing activity is to give you actual ex- 
amples of what we have done. 

Our product—turret lathes—goes 
entirely to manufacturers. Our ad- 
vertising has therefore been confined 
to media which reach this group. We 
have been using consistently direct 
mail, business papers, and general busi- 
ness magazines, and I will take up 
the details of our advertising program 
in that sequence. 

Our direct mail advertising has al- 
ways been aimed at factory produc- 
tion men. It has been “brass tacks” 
material. 

Before the Defense Program began, 
for instance, one of our direct mail 
pieces was headed, “Turning Perform- 
ance That Talks Turkey.” The open- 


ing copy in this folder read as follows: 


Are you faced with the problem of im 
proving your product and lowering its 
cost at the same time? If you are, here's 
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one solution that many manufacturers 
have found profitable. Replace worn-out, 
inaccurate turning cquipment with mod 
ern, high-speed Warner & Swasey turret 


lathes. On the following pages you car 
see for yourself how the other fellow is 
doing more work on machines that pro 
duce a better finished product at a lower 
cost 


Actual illustrations, showing time 
and money saved, made up the balance 
of the booklet. 

Then along came the Defense Pro- 
gram. Our merchandising naturally 
took an immediate slant toward na- 
tional defense production problems. 
One of our direct mail booklets of 
that period was entitled, “In Defense 
of Accuracy.” The opening copy 
said: 


In the aircraft industry all parts must 
pass rigid inspection by army and navy 
inspectors as well as the exacting require 
ments of the aircraft manufacturer. Per 
formance in the air depends upon accu 
racy in the shop. This story, written 
with pen and lens, tells why Warner & 
Swasey turret lathes are so widely used 
in machining parts for these modern 
giants of the air 


The balance of the book consisted 
of examples of performance of Warner 
& Swasey turret lathes in the nation’s 
big aircraft plants. 

But we soon found we had adver- 
tised not wisely, but too well. For not 
only airplane plants, but national de- 
fense plants all over the country want- 
ed turret lathes faster than we could 
make them. 

Under these circumstances, what 
were we to tell the production men 
in these national defense plants—the 
men who were on the mailing list for 
our direct mail literature? 

Since they could not get machine 
tools as fast as they wanted them, their 
problem was to make the best possible 
use of their existing equipment. We 
could help them substantially in this 
respect, and in our business when you 
help solve a production problem you 
make a friend. 

We could help them not only by 
servicing their turret lathes and mak- 
ing practical production suggestions— 
we could help them because we still 
had a good supply of the small tools 
and appliances which are used to adapt 
turret lathes to the particular defense 
jobs which they are to perform. 

These tools and appliances, which 
adapt machines for different jobs, in- 
clude such items as chucks, collets, 
wrenches, drill holds, drill sockets, and 
the like. 

So our most recent direct mail piece 
is entitled, “How to Get More Pro- 
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3600 horse laughs to anyone who 
says democracies are not efficient 








One of current series of Warney & Swasey 
ads which The Copy Chasers selected in 
picking the ten best campaigns shown at the 
National Industrial Advertisers Conference 


duction from Both Old and New Tur- 
ret Lathes,” and the answer is, 

“Equip your turret lathes with the 
proper tools and get better work in 
less time.” 

The folder, of course, is filled with 
illustrations of tools for turret lathes 
and examples of their use. It seems 
rather significant that we have had 
more requests for additional copies of 
these booklets than for any direct mail 
piece that we have issued. 

Now, frankly, I don’t know how 
much longer we can continue this 
theme. The time appears to be coming 
when the pressure for production will 
be so extreme that turret lathe tools, 
as well as turret lathes themselves, 
will be strictly subjected to priorities 
and allocations. But we will face that 
problem when and if we come to it. 

Now let us pass on to business paper 
advertising. 

Our industrial paper schedule in- 
cludes such papers as Iron Age, Tool 
Engineer, Modern Machine Shop, 
American Machinist, Steel, Western 
Machinery, Oil Weekly, and Machin- 
ery. 

The people who read these maga- 
zines are made up partly of the shop 
production men to whom we send our 
direct mail literature—and partly of 
a group higher up in factory executive 
management. 

Therefore, we have designed our 
publication advertising to include both 
groups, and touch upon more themes 


in these ads than in our direct mail. 





However, our publication advertis- 
ing is directly related to our direct 
mai! advertising. In the main, it en- 
larges upon and expands the themes 
which we use in direct mail. 

In the fall of 1939 we were running 
ads on turret lathe performance. One 
particular advertisement, for instance, 
told of the experience of a shop that 
had saved fifty-five per cent of pro- 
duction time over former machines 
by the installation of Warner & 


Swasey lathes. 
By 1940 we had to change our 
story. We couldn’t furnish lathes 


fast enough, but we could show how 
small tools and appliances would help 
speed the lathe production. 

So we featured our quick-acting 
slide tool, our adjustable knee tool, 
our multiple-cutter turner, our boring 
bars with cutter heads. 

In 1941 we are chiefly concerned 
with helping manufacturers get more 
production out of existing equipment. 
For instance, an ad published in June 
of this year says: 

Old turret lathes must be made to pro 
duce more. New turret lathes must be 
used to full capacity. 

That is why we urge you to see what 
we can do to revitalize old turret lathes 
to learn what Warner & Swasey modern 
small tools can do for you; and to let us 


train your operators to be better work- 
men. 


But we went farther than this. We 
remembered that business papers are 
read not only by shop production men 
but by men of executive caliber who 
have a keen sense of the basic philoso 
phy of production. 

That is why in some publications 
we stepped over, now and then, into 
a much broader type of copy appeal. 

For instance, an advertisement pub 
lished this year in American Machinist, 
Steel, and Iron Age was entitled, “The 
Defense Program Depends Upon the 
Machine Shops of America,” and goes 
on to say: 

Modern warfare is a test of men a: 
machines; but a war of men and machi: 
means more than a battle of “flying n 
chines,” machine guns, tanks and armor 
cars. It means a battle of shop m 
armed with machine tools—a feverish ra 


to produce the largest volume of war ! 
terials ever known 


In short, we believe it vitally i 
portant to pound home to all busin 
paper readers, executives as well 
production men, the key position « 
cupied by machine tools in the wh 
national defense picture. 

This leads, naturally, to a disc 
sion of our general business paper 


(Continued on page 92) 
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Highlights of the Toronto sessions on copy, photo- 
graphs, direct mail, movies, house organs, and others 


NIAA Clinic Reports 


Better Industrial Photographs. . 
How to Get and Use Them 


Chairman, E. W. Falcon, Warner & 


Swasey Company, Cleveland 


“Get the picture that fits your 
story; don’t try to fit copy to the 
photograph. In other words, we 
should not be interested in selling pic- 
tures but in letting pictures sell for 
us,” declared Edward W. Falcon, War- 
ner & Swasey Company, Cleveland, in 
addressing this clinic of which he was 
leader. He cited the taking of photo- 
graphs in “darkness” by employing 
nfra-red rays as an example of the 
rapid progress now being made in 
photographic technique. 

“Of course,” he explained, “what 
we as advertisers are interested in at 
the moment is the most effective tech- 
nique for industrial copy, and when I 
say ‘copy’ I mean photographs. . . for 
now, more than ever before, photo- 
graphs tell a story that cannot be told 
in mere words. Review in your mind 
for a moment, if you will, some of the 
most outstanding advertising pieces 
you have ever seen, and I believe you 
will agree that photographs have 
played a major part in making these 
pieces attractive and powerful. There 
s a marked tendency in industrial ad- 
ertising to use a greater abundance 
f photographs with captions to tell a 
onvincing story. Most people are pic- 

ire readers, and you will find that a 

od photograph will gain more reader 

terest than a good headline.” 


“It seems to me,” he continued, 
hat the greatest value in photography 
industrial advertising lies in its 
lelity. And I do not want to mini- 
ze the importance of other forms 
art. The photograph tells exactly 
iat you want it to tell, and there is 
opportunity . . . not even a desire 
. tO question its accuracy.” 
in discussing the actual taking of 
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One of the best attended clinic meetings at the NIAA Toronto Conference last month was 
that devoted to procurement and use of photographs. E. W. Falcon, Warner & Swasey Com- 
pany, Cleveland, is shown presiding, with Robert E. Bandelow, Caxton Co., seated at table 


photographs Mr. Falcon said he was 
afraid that many overlook photo- 
graphic flexibility to a given objective. 
There’s much more to good pho- 
tography than good lighting, fine 
cameras, and perfect printing. In in- 
dustrial advertising, this might seem 
sufficient, but accuracy and good 
printing are only two of the factors 
in good industrial photography. The 
one that should get greatest attention 
is the composition of pictures. Make 
the picture say something! If neces- 
sary to get on top of a building and 
shoot through a sky-light in order to 
get an angle that creates interest . 
then get a ladder. 

“When you think of price. . . re- 
member you must live with a picture 
long after the price is forgotten,” he 
cautioned. “Don’t try to buy cheap 

it doesn’t pay. I do not mean 
necessarily that expensive photographs 
are always good, I mean that you 
should know something about the 
photographer and if he is a_ top- 
notcher, let him use his judgment. 
Don’t try to tell him how to take the 
picture, but rather tell him the story 
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the photograph should convey and you 
will get better results.” 

Regarding composition, Mr. Falcon 
pointed out that most advertising men 
have a mental preview of an adver- 
tisement long before copy is set down. 
The photographic copy is in that pre- 
view. Make a mental note of it and 
have the picture bring it to life. That’s 
composition. And in connection with 
the importance of composition, he em- 
phasized that one cannot afford to 
favor accuracy and clarity over com- 
position or vice versa, but the first 
consideration should be composition. 
He would much rather see good com- 
position in a picture that was not 
perfectly clear than to see one that 
was perfect in reproduction and dead 
in meaning. 

In the discussion following Mr. Fal- 
con’s address, the use of x-ray photo- 
graphs came up. It was thought that 
these should be used more frequently 
in advertisement and catalog work to 
show the internal construction of 
products. 

On the price question, it was 
brought out that in the Chicago area 
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a straight industrial shot of good 
quality costs between $5 and $6, but 
may run higher than $50, depending 
upon the amount of work and detail 
necessary. The consensus was that it 
is best to err on the generous side as 
1 good photograph will pay for itself 
in many ways. 

The necessity of obtaining a release 
permitting the use of the photograph 
for advertising purposes from all peo 
ple in the picture was emphasized. It 
is not necessary to pay an employs 
providing the work is done on com 
pany time, but it is customary to give 
him a dollar. 


Many 


photographs from all over the country 


companies which obtain 


send a folder to the photographer 
showing the type of picture wanted 
and the types that are valueless. Some- 
times diagrams are used to illustrate 
the best points of view of the com 
pany’s product. It was stated that this 
policy has proven efhcient in cutting 
down unusable photographs. 

The necessity of being specific when 
applying to government or military 
authorities for permission to photo 
graph a product in a restricted area was 
pointed out. It is wise to show a lay 
out of the way the pictures are in- 
tended to be used, including headings 


and as much detail as possible. 


How to Get the Most Out 
Of Trade Shows and Exhibits 


Chairman, Chester W Ruth 
Steel Corporation Cleveland 


Republi 


Co-chairman, J. F. Apsey, Jr.. The Black 
& Decker Mfg. Company, Towson, Md 
Exhibits in trade shows and expo- 

sitions can be just as valuable to in- 

national 


dustry during wartime or 


emergency as during normal times, 
according to the verdict of many of 
the advertising men present at this 


Well 


manufacturers of products essential to 


clinic. prepared displays by 
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national defense can help to speed up 
national preparedness. 

The value of exhibits to industry, 
however, is in direct proportion to 
which the industrial 
firm plans and organizes its display. 
The exhibitor should pay particular 


the care with 


attention to the following: Purpose 
of the exhibit; selection of the right 
shows or expositions; choice of his 
exhibit space; the planning of his dis- 
play; the setting up of the exhibits, 
operation of the exhibit, and following 
up the inquiries developed during the 
show. 

An interesting feature of the clinic 
the psychology 
Roberts, Clark 


Controller Company, Cleveland. Of 


was a discussion of 


of exhibits by E. C. 


particular interest was a discussion of 
“A Primer for Industrial Exhibitors” 
prepared by Co-Leader J. F. Apsey, 
Jr., since published under the auspices 
of the Association of National Adver- 


tisers. 


How the _ Exhibitors Advisory 
Council is helping through its organ- 
ization to serve industrial advertisers 
was pointed out by Frank Paige, Fos- 


ter-Wheeler Corporation. 


Company Magazines 

And Newspapers 

Chairman, R. A. Wheeler, manager pub 
licity, Nickel Sales Department, The 
International Nickel Company, Inc 
Neu York 

Co-chairman, John F. Coakley, advertising 
manager, Thomas A. Edison, Inc., West 


Orange N J 
Mr. Wheeler 


soundly 


pointed out that 
conceived and_ intelligently 
edited company magazines and news- 
papers have thoroughly demonstrated 
their value. They are excellent vehi- 
cles through which to take employes 
into the confidence of 
fully 
current problems of industry and how 


management 


and keep them informed on 


Leaders’ table at two of the clinics at the NIAA Toronto Conference. At the left is the group leading the discussion on how to get material for today's ads; Jackson Har 
Gisholt Machine Company, Madison, Wis.; S. D. Distelhorst, Cochrane Corporation, Philadelphia; J. C. Spurr, McGraw-Hill Publishing Company, Philadelphia; R. F. 
Beaumont, Heller & Sperling, Philadelphia; and Gus Sickles, Jr., Sickles Photo-Reports, Newark, N. J. Leading the clinic on house organs at the right, are John (; 
Thomas A. Edison, Inc., 


West Orange, N. J.; R. A. Wheeler, The International Nickel Company, Inc., New York; and W. P. Woodall, The W. P. Woodall Company, Ne 





their particular company is meeting 
them, or to keep customers and pros- 
pects informed of new and interest- 
ing developments in products of the 
company or in their use. More and 
more companies are beginning to re- 
alize that both their employes and 
their customers appreciate being in- 
formed promptly and fully of what 
is going on, and are now actively con- 
sidering periodicals of this type. 

The most effective of these period- 
icals reflect imagination, clear think- 
ing, an intelligent grasp of the sub- 
jects handled, and an abundance of 
hard work. Features covered at this 
clinic included the function of the 
periodical and how to get it started, 
the urgent need for quality, sources 
of editorial material and how to tap 
them, good photographs and how to 
get them, and the importance of 
signed releases on all material pub- 
lished. 

Basing his remarks on the talk given 
by Horace T. Hunter at the opening 
of the Conference, Mr. Coakley point- 
ed out that people would rather buy 
things from someone whom they know 
than from a cold, impersonal corpora 
tion. The house publication provides a 
vehicle for a constant and very nearly 
personal contact with the people who 
represent your market. The people who 
are the buyers, the prospective buy 
ers, come to know the company wel! 
through this amiable device. 

Mr. Hunter stressed again the nec« 
sity for making known the persona! 


Through ¢! 


medium of the house paper these px 


ties in the company. 


sonalities can become familiar to th 
other and very important group 
the men who constitu 





personalities 

the personnel of the market. 
Industrial advertisers today must 

alize that now is the time to bu 


People th 


markets for the future. 
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Problems of merchandising products through distributors 
ble is Carl O. Hoffsten, one of Mr. Deitrich's assistants. 


ind dream about what they want long 
before they buy it. It takes a long 
time to get an idea across to eighty 
or ninety per cent of the people who 
represent a market. 

The house paper’s policy can be 
deadly serious and strictly business- 
like, and yet be as friendly and as 
personal as a warm handclasp. Flex- 
ibility is a beautiful virtue that the 
medium affords the commercial pub- 
licity program. 

To do a good job with a house paper, 
you must know your own or your 
client’s company thoroughly well. You 
must be thoroughly familiar with the 
product or service that is to be pro- 
moted. And finally—and this is most 
important—you must have a YOU 
attitude. You do not edit your paper 
for yourself alone, but for its entire 
reader group. Therefore, you must 
have a complete knowledge of the re- 
quirements and interests of your 
market. 

Very much more careful editing 
must be done if a personnel paper is 
(1) formally sponsored by the com- 
pany rather than by an employe club, 


or (2) sent to the home. 


The majority in this meeting fa- 
vored the tabloid size and style over 
he usual magazine style for external 
ouse publications. The “Link-Belt 
News” was cited as an example of 
new style that has proven very suc- 
ssful in maintaining reader interest. 

Should company personnel be writ- 

up in external magazines? The 

isensus was “No,” except for his- 
ic figures—Thomas A. Edison and 
iry Ford, for example. 

What are the best ways to maintain 

ler interest? Homer J. Buckley 

ed that he uses about forty per 
pictures in one magazine going 
ity engineers, because a question- 
survey of the mailing list showed 
about eighty per cent wanted 
pictures. 


What precautions should be taken 
to secure the release of editorial ma- 
terial or pictures? The NIAA has 
prepared a form for releases. Some 
such form should be used. The re- 
quest was made that the editor of the 
“NIAA News” cover the legal side 


of releases in an early issue. 


How can more stories and editorial 
information be secured from company 
salesmen? The consensus was that it 
was impossible to get anything but 
leads from salesmen. Such leads must 
be followed up and written by editors. 
One editor stated that he secured leads 
from sales reports and then followed 
the salesmen to get further informa- 
tion. Another secures leads from 
salesmen’s “‘dope sheets” which are 
furnished to the salesmen. He then 
sends writers and photographers into 
the field following up these sales 
leads. Another editor gets the sales- 
man in the territory to go with the 
writer or gets the salesman’s approval 
before going ahead on the story. An- 
other editor gets the advertising or 
publicity departments of the subject 
company to take an interest because 
he found that engineers or production 
men were hard to interest in this extra 
work. Another takes the territorial 
salesman with him and then uses the 
advertising department of the subject 
company to secure and handle the in- 
terview with its engineering or pro- 
duction men. 

There were more comments and dis- 
cussion on photography for both ex- 
ternal and internal magazines than in 
connection with any other editorial 
matter. One editor recommended the 
Sickles Photo-Reports, Newark, N. J., 
which has nation-wide offices or con- 
nections. This company takes the 
pictures and also writes the leads. One 
editor has found that in aircraft or 
other defense plants it is best to use 
the official photographer of the sub- 
ject company, paying him usual fees 
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.C. Conner, Aluminum Company of America, Pittsburgh, opened the clinic on institutional advertising with a series of slides showing the current Aluminum campaign. 
was discussed in the clinic led by Carl B. Dietrich, Wagner Electric Corporation, St. Louis. Also seated at 
It was the consensus that trade helps should be distributed only on request and charged for if expensive 


and depending upon him to get official 
release through the publicity depart- 
ment. 

In connection with internal maga- 
zines, the major question and interest 
were on how to get material. The in- 
ternal magazines divide themselves 
into two classifications: 1) Magazines 
for the dealer or distributing organiza- 
tions of the company; 2) Magazines 
for the company personnel. 

Discussion brought out that to get 
material and maintain interest, appeal 
to pride by comparison of the amount 
of publicity with other territories or 
departments; use small cash awards; 
make all district managers and other 
key men association or distributing ed- 
itors, and list names on masthead. 
Distribute in the magazine a printed 
form or questionnaire or “dope sheet” 
asking for material. 

The best editorial form for the 
house magazine is similar to the coun- 
try or small town newspaper. 

The consensus seemed to be that it 
was better to deliver the personnel 
magazine to the home and thus enlist 
the interest of the home. It was point- 
ed out, however, that in some cases 
this might tend to arouse envy and 
develop personal jealousies. 

In the case of new branch plants or 
fast expansion, particularly due to the 
defense program, should the new com- 
pany personnel be covered with the 
regular house magazine? The consen- 
sus was that a new paper and editor 
for each plant was preferable to build 
plant spirit. 


Problems of Merchandising 
Industrial Products Through 
Wholesalers,Jobbers, and Retailers 


Chairman, Carl B. Dietrich, advertising 
manager, Wagner Electric Corporation 
St. Louis. 

The first thought introduced into 
this meeting had to do with the un- 
certainties being experienced on the 
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part of dealers, wholesalers, jobbers. 
It was stated that several mill supply 
houses have overcome the problem of 
priorities in regard to replacing stocks 
by making an itemized list of their 
stock in order to ascertain the per- 
centage of the distribution of their 
stock to defense consumption un 
der the Defense Supplies Rating 
Plan. The hardware retailer, as well 
is other retailers in certain lines, has 
certainly encountered difficulty in re- 
placing stock sold for civilian con 
sumption. 

Jobbers and distributors have also 
tabulated their percentage of sales to 
defense industries in order to get de- 
livery of goods from the manufactur- 
ers. Wholesalers, jobbers, and dealers 
will feel greatly assured if they are 
made to realize that the government 
is fully aware (and this was exempli- 
fied in World War No. 1) that they 
are an essential part of our economy 
and as such cannot be overlooked. 

The second portion of the clinic 
was wholly devoted to the problem of 
.«de or sales helps as experienced 
vai the part of manufacturers. The 
taought was advanced that the dis- 
serbution of sales helps should be left 
in the hands of jobber salesmen. The 
second idea offered was that several 
non-competitive manufacturers might 
codéperate in the distribution of their 
sales helps. All agreed that there had 
been, and still is, a great deal of un- 
necessary waste in the distribution of 
trade helps. Several reasons for this 
waste were dwelt upon. The manu- 
facturer has failed to maintain, in a 
great many cases, any control, or 
check, on his trade-help distribution. 
Many manufacturers have failed to 
analyze the problems encountered: 
First, what acceptance or demand the 
dealers have toward sales helps; sec- 
ond, they have failed to ascertain the 
percentage of trade helps distributed 
as compared to sales; third, they 
have failed to map the sales territories 
in order to check jobber demand and 
distribution; and fourth, many have 
failed to codrdinate the merchandis- 
ing program with their sales efforts, 
under which, of course, would come 
sales helps. 

Two outstanding conclusions were 
arrived at in the meeting. First, in 
order to reduce waste, some control 
on the distribution of trade helps must 
be maintained. Second, trade helps 
should not be indiscriminately dis- 
tributed but sent only on request 
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ISTRIBUTOR STANDS In THE 


MIDDLE 


but. her is no mere: middleman- 


Speaking from 50 years capenence im setting oaly through the Distributor, The 


Allen Company afhrms these facts to all who may be wn dowk 





The Allen Mfg. Company, which confines its 
distribution through industrial distributors 
uses this page to explain their economic 
place in the marketing of industrial goods 


or, in the case of the more expensive 
type of sales helps, they should be sold. 
It was learned that many large man- 
ufacturers will furnish sales helps only 


on request. 


Wartime Trends in 
Industrial Advertising 


Chairman, Frederic I. Lackens, advertising 
manager, Hays Corporation, Michigan 
City, Ind 
“Advertising, always an important 

factor in elevating and maintaining 

our standard of living and making 
the nation’s industries conscious of 
their interdependence, now more than 
ever assumes a responsibility that can- 

not be over-estimated,” declared F. I. 

Lackens in his address opening the 

clinic. 

In pointing out that advertisers at 
least had the advantage of profiting 
from a similar experience, the first 
world war, Mr. Lackens stated, “That 
experience proved one very important 
truth—that it is folly to stop adver- 
tising. I shall not take time to prove 
that point, other than to remind you 
briefly of the published account of the 
passing into oblivion of many once 
well-known concerns who thought 
they could get along in a war-inspired 
prosperity without advertising. This 
published record is that brought out 
in connection with last year’s NIAA 
Conference by Walter H. Gebhardt of 
the Philadelphia Chapter. In this re- 


port, seventeen case histories are cited 









in which once prominent advertisers 
suffered a total black-out because the 
eavy wine of prosperity caused by an 
oversold condition made them believe 
that advertising was no longer neces- 
sary.” 

In connection with this point, Mr. 
Lackens cited several cases in the con- 
sumer field where the effects of discon- 
tinuing advertising were even more 
spectacular, and recommended the fol 
lowing axiom for the advertiser’s note- 
book: “No company that has discon 
tinued advertising permanently has 
been able to hold a position of leader- 
ship in its industry. Once a position 
of leadership is lost through a failure 
to continue advertising aggressiveness, 
that position is almost impossible to 
regain.” 

Mr. Lackens then asserted that the 
question of what to say in your adver- 
tising was paramount, rather than the 
question of whether to continue ad- 
vertising. In attempting to discover 
definite trends in advertising copy and 
choice of media, he received letters 
from many concerns, giving their ex- 
periences. Those he quoted would in- 
diate that while they were generally 
agreed on not changing their media, 
the amount of change in copy theme 
ranged from a complete switch from 
product to institutional or educational 
copy, to the comment of a manufac 
turer of control switches, who said: 
“It is my opinion that the present 
situation should have little or no ef- 
fect on an established plan of industrial 
advertising. Our company has made 
few, if any, changes in type of copy 
or in advertising media, and until the 
situation is more clarified, we do not 
expect to do so.” 

On the subject of what current in- 
dustrial advertising is saying, Mr. 
Lackens set forth the results of a study 
of 661 industrial advertisements—out 
of the 661 ads selected from Power, 
American Machinist, Electrical Manu 
facturing, Mill and Factory, Machin 
ery, and Steel, only 114, or 17 p 
cent, featured the war-defense theme, 
eighty, or thirteen per cent, mention 
defense incidentally, while 467, 
seventy per cent, employed their nm 
mal style of copy. Quoting copy fr 
several current ads tying in with ¢ 
fense, he commented: “There we ha 
the parade of defense advertising. 
wonder if it has had the same eff 
upon you as it had upon myself. 
me it has a deadly sameness . . . E' 
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the defense theme may pall in time. | 
believe it already has.’ 


He summarized his remarks as fol- 
lows: “If you have been able to follow 
me in my zig-zag course through the 
troubled waters of today’s industrial 
advertising it must have been appar- 
ent: (1) that for the immediate pres- 
ent at least, the majority of industrial 
advertisers will adhere to their accus- 
tomed copy themes and to their accus- 
tomed media; (2) that in cases where 
a change of theme has taken place or 
is being contemplated it is and will be, 
largely institutional; (3) that the fu- 
ture is still so uncertain that most com- 
panies are holding themselves in readi- 
ness to make quick changes—to adapt 
their advertising to their existing need 
«4) that the purpose of advertising 
today is still selling—but not neces- 
sarily selling the product—that there 
are other things to be sold that are 
as valuable for the purpose of build- 
ing good-will as the selling of the 
product itself.” 

“Use your advertising space to cre- 
ate a market for new items or items on 
which you can make delivery,” Mr. 
Lackens urged, in closing. “Use it 
to pave the way for meeting price 
competition at a later date, to build up 
the quality angle. Use it to safe- 
guard and enhance prestige in the 
minds of buyers—to not only build 
good will but to forestall possible ill- 
will caused by neglect or oversight. 
Use it to cultivate the new buying in- 
fluences that are continually taking 
the places of old ones, to locate and ed- 
ucate future users of your product. 
Use it to back up dealers and distrib- 
utors and to build sound public rela 


tions. 


“Use it to tell your old customers, 
and those you hope some day to make 
customers, whatever you believe will 
be helpful—but don’t ignore them! 
This war will not last for ever. There 
will come the inevitable day when 
we will again be forced to cultivate 
buyers, to seek new outlets for our 
products. Our success when that day 
comes depends largely on what we do 


” 
now. 


New Ideas for Advertising 
Staple Industrial Commodities 


Chairman, Milo E. Smith, advertising man 


_ 


ager, Chicago Bridge & Iron Company 


This clinic discussed the marketing 
of those staple industrial products that 
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AN IMPORTANT MESSAGE TO THE 
RAILROAD OFFICIALS OF AMERICA 
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This page ad appeared in a number of news- 
papers in selected cities last month with 
the result that Timken received a flood of 
mail and telegrams praising its suggestion 
that railway freight service be speeded up 
the same as passenger service has been by 
the application of roller bearings on cars 


are stalemated so far as price, qual- 
ity, and delivery are concerned when 
compared with competitive products. 
These materials include branded and 
unbranded goods such as steel, cement, 
sand, crushed stone, etc. 

Keith J. Evans discussed the possi- 
bility of advertisers in this group cre- 
ating something different or a little 
better in spite of the common classi- 
fication of the goods. Typical exam- 
ples of this practice is the development 
of Certified Steels by Joseph T. Ryer- 
son & Son, Inc., and the Armco iron 
campaign of the American Rolling 
Mill Company. 

Mr. Evans also discussed the ques- 
tion as to whether it is better to dom- 
inate the field with stronger adver- 
tising and maintain a high quality and 
definite price to all, or spend little on 
advertising and shade the price on 
large orders to maintain volume. The 
typical reaction from advertising men 
seemed to favor the former practice. 

G. A. Brace, of Ferranti Electric, 
Ltd., discussed the dramatizing of the 
advertising and selling of staple prod- 
ucts by the use of trade characters 
such as his company’s “Andy Surge” 
in order to have something tangible 
to tie in with the product. 

H. S. Van Scoyoc, Canada Cement 
Company, Ltd., discussed the program 
which his company followed in selling 
cement. He outlined the production 
and distribution of booklets and 


pamphlets making for the wider use 
of the product by the user. 

Forrest U. Webster, MacManus, 
John & Adams, Detroit, brought out 
the fact that most of the ideas dis- 
cussed were not new ideas to adver- 
tising, but were the application of 
fundamental advertising practices to 
staple commodities, the new ways be- 
ing to simply set up interesting con- 
ditions for the product. 


Motion Pictures and Slide Films 
Chairman, Walter A. Bowe, advertising 
and sales promotion manager, Carrier 

Corporation, Syracuse, N. TY. 

A summary of a survey made 
among sixty industries to determine 
why and how motion pictures were 
being used was highlighted in this 
clinic and revealed that fourteen per 
cent used them to reach larger specific 
audiences; twenty-one per cent to in- 
troduce a new product or policy: 
sixty-two per cent said it was the 
most effective method of presenting 
the story they had to tell. The ap- 
propriation for the movies did not 
come out of the regular advertising 
funds and therefore did not reduce 
other advertising activities. In sev- 
enty-three per cent of the cases the 
movies were used in direct selling, 
while the remainder were used for 
education of salesmen and distribu- 
tors. Thirty-one per cent of the 
users took their own motion pictures, 
but all were not satisfied with the 
results. 

The majority of the films, but only 
by a very small percentage, were made 
in black and white. Lower costs and 
perfection of process is swinging the 
trend to color movies which produce 
a much better audience reaction. The 
same trend is indicated in sound. Older 
pictures can successfully be revised 
for sound. The preferred length of a 
film is between 800 and 1,000 feet 
running from sixteen to thirty min 
utes. 

In discussion of the production and 
use of sound slide films, one user ad 
vised giving the producer a free rein 


in writing original draft of script, ther 
revise, revise, revise. Try to reta 
producer’s technique of making story 


interesting and dramatic; i.e., dor 
kill producer’s spirit and inspirati 
or violate producer’s knowledge 
slide film psychology. 


Assist in closely checking filming 
(Continued on page 90) 


'NDUSTRIAL MARKETING, November, |9 
























ng 
er 








affect the construction market 


| SPAB’s Ruling On Construction 


Ok Post-War Planning 


SPAB’s recent ruling on construction empha- 
sizes the fact that engineered defense projects 
will absorb the bulk of construction materials 
and equipment for the duration. 


Post-war planning offers bright prospects for 
continued activity in engineered construction 
after the war. Many agencies are at work now 
planning a huge post-war construction pro- 
gram. This includes public works, land re- 
clamation, highways, flood control, recon- 
struction of blighted city areas and mass 
housing. 


These developments mean that engineered 
construction will (1) offer an active post-war 
market for manufacturers of construction 
products and (2) comprise the greater part 
of all construction during the emergency. 


So... now is the time to concentrate your 
sales efforts on engineered construction. 


[t's the market served by Engineering News- 

Record and Construction Methods. These 

magazines take your story to the men who 

ar¢ doing today’s—and will do tomorrow’s 
“engineered construction work. 


For they use the editorial columns of these 


Engineering News 
Record 


‘RS OF ENGINEERED STRUCTURES 


Mail this coupon today» 


magazines to keep their construction “know- 
how” up to date, the advertising pages to 
sharpen their buying skill! 


That’s why 95°. of big engineered construc- 
tion projects ($500,000 and over) are staffed 
with paid subscribers to Engineering News- 
Record and Construction Methods. 


By using these magazines you can establish 
the virtues and applications of your products 
in the minds of engineers and contractors... 


... thus assure your position now and in this 
sure-to-be-active future market . . . 


at a cost of less than ¥4c per selling 
contact! 


OUERSOLD OR NEED ORDERS? 


Whichever it is, you'll find many advertising 
suggestions in our reports of interviews with 
construction men. They’ve suggested things 
to do if you are oversold and also how you 
can sell them! 

These facts can be mighty useful to sales and 
advertising engineers and copywriters. They'll 
help a lot in planning your selling. Just mail 
the coupon. 





A. E, Paxton, Manager 
Engineering News-Record and Construction Methods, 
330 W. 42nd Street, New York City 
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Know About Building Products.” 
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[] Please send book “Construction Men Tell What They Want To 


Please send book “Construction Men Tell What They Want To 
























































This large, framed, illuminated display of bearings has been placed in the spacious labora- 
tories of the metallurgical department of the University of Notre Dame by the Bantam 
Bearings Corporation, South Bend, Ind. The bearings represent many types and sizes pro- 
duced by the company, including ultra-precision bearings having tolerances of one-ten-thou- 
sandths of an inch in concentricity. The display is designed to acquaint the students with 
the Bantam lines so that when they pass on into industry they will be familiar with it 





ire the final shipping units smaller, 
but the products can be “nested” in 
shipment, producing additional space 


savings. 


Keynote of the campaign, which 
s educational in nature, is a large 
portfolio showing photographs _ se- 
lected from nearly one hundred ma 
jor manufacturing and distribution 
groups. Each shows an ipplication of 
Speed-Packing with Corroflex, Sher 
man’s flexible corrugated material. 
Other contents include factual and 
operating information on packing tor 
shipment These portfolios will be 
used by Sherman regional packaging 


engineers and distributors. 





Large portfolio of photographs being used 
n the Sherman Paper Products Corpora- 
tion's special campaign to further use of 
Corroflex packing material as substitute for 
regular containers. Factual and operating 
information on packing for shipment is also 
included in the book for use by salesmen 


50 


To help distributors carry this mes- 
sage to industry, patriotic stickers 
have been prepared with the slogan, 
“Corroflex Saves for National De- 
fense,” together with photographic 
data sheets, showing step-by-step op- 
erations in packing, for distribution 
to defense industries. 

This defense drive is being con- 
ducted through the company’s re- 
gional packaging engineers and dis- 
tributors located in practically every 


major city in the country. 


Movie on Railroading 
Gets Big Reception 
@ “RAILROADIN’”, a new sound 


and color motion picture just released 
jointly by the American Locomotive 
Company and the General Electric 
Company, has been acclaimed the most 
complete and outstanding railroad film 
of its type by leaders of that industry 
It had its premiere on Oct. 21, when 
it was shown simultaneously to rail- 
road men in New York, Chicago, San 
Francisco, and St. Louis. 

Before its screening at the premiere, 
railroad executives from all parts of 


the country heard their industry ac- 





Thomas A. Edison, Inc., West Orange, N. J 
makes the most of its advertising possibil 
ties by using opposite sides of one of its 
fleet of trucks to promote two separate 
products. Copy includes two national slo 
gans as a reminder that these products are 
the ones people read about in publications 








In its effort to provide the baking industry 
the Phosphate Division of Monsanto Chemical Company, Carondelet, Mo., has construct 
a modern baking laboratory to be devoted to research and technical service. Often mc 
than 200 biscuits a day are baked and tested for color, texture, tenderness, and tastin« 


with the latest data on baking chemist 
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No criticism can be directed at Western Electric Company for lack of plant indentifica- 
tion at its Hawthorn plant in Chicago now that this new fluorescent tubing sign has 
been placed in service. It is the largest of two such signs just installed at the works 
and spells out the name in green zeon letters twelve feet high, while the slogan is in gold 
letters seven feet, four inches high. It is said to be the largest plant identification 
sign in the country and was built by the General Outdoor Advertising Company, Chicago 
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claimed by speakers A. G. Jones, man- 
ager, General Electric’s West Coast 
Central Station-Transportation De- 
partment at San Francisco; N. C. 
Naylor, vice-president, American Lo- 
comotive, and W. O. Batchelder, G-E 


The picture traces the history of 
America’s rail system from its begin- 
ning down to the present. It shows 
how life in the West was lived before 
ribbons of steel bound the nation to- 
gether, delves into the trials of the 








vice-president, Chicago; George B. first Iron Horse, passes along from 
Powell, district sales manager, Ameri- the expansion of the West to the 
can Locomotive’s Southwestern terri- present, and winds up with the com- 
tory, and Edward D. Payne, manager plete story of modern railroading. 
of General Electric’s district office at 
St. Louis; and H. H. Barnes, Jr., G-E 


vice-president at New York. 


Well-known Hollywood actors have 
been cast in the main character roles. 

The picture is the result of a year 
These men pointed out the enor- of intensive work and traveling. Dur- 
mous part the railroads are playing ing this time Director John Boland 


in national defense, in moving Army (associate director of “Wells Fargo” ) 


troops, in transporting food, ore, and covered more than 50,000 miles with 
the thousands of carloads of defense his crew of technicians. Interior 
material which travel the rails daily. shots were made at the Paramount 
“Railroadin’”’ told the rest of the studios in Hollywood, and a special 
story. musical score was composed for the 
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o enable welding engineers to estimate electrode requirements more accurately and in 
orier time, General Electric Company has devised an Arc Welderule which operates like 

slide rule. It is of vest pocket size, printed in orange and blue, and carries the name of 
e local G-E distributor who supplies them on the back. They are featured in advertising 


NDUSTRIAL MARKETING, November, 1941 


movie by Dr. Edward Kilenyi of 20th 
Century-Fox. 

“Railroadin’”’ was made by the 
American Locomotive and General 
Electric Companies in  codperation 
with American railroads. It is ex- 
pected to be used primarily by rail- 
road clubs, engineering societies, par- 
ent-teachers’ associations, luncheon 
clubs, schools, and colleges, in order 
to give these organizations a more ac- 
curate picture of the things that take 
place behind the scenes in one of 
America’s most vital industries. 

The movie is a 16-mm. film, and is 
thirty minutes long. It was filmed by 
Adverti-Films of Hollywood, and is 
being made available through the main 
ofice of the American Locomotive 
Company, New York; the General 
Electric Company, Schenectady, N. 
Y., and the district offices of both 
companies. 


American Road Builders 
To Hold 1942 Convention 


The American Road Builders Associa 
tion has decided to hold its annual con- 
vention in 1942 as a measure of cooperat- 
ing in National Defense, and the program 
will be devoted entirely to the presenta 
tion and discussion of subjects of great 
est defense interest So as not to remove 
any road building equipment from Na- 
tional Defense work for exhibition pur- 
poses, it was decided not to hold the Road 
Show 
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The first of the 1942 crop of calendars comes 
to light with its offering to dealers in the 
"“Hygrade Lighting News," of Hygrade Syl- 
vania Corporation, Salem, Mass. It features 
a full-color reproduction of a pastel painting 
for Hygrade by the noted artist J. Erbit. It is 
14x20 inches in size and is offered to deal- 
ers imprinted with name at $10 per hundred 
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By S. D. DISTELHORST 


Sales Promotion Manager, Cochrane Corporation, Philadelphia 


Keep Your Program Flexible 


Be ready for any and all emergencies and still be 
free enough to seize timely promotional opportunities 


@ THE present-day industrial adver- 
tising man is like a goalie on a hockey 
team who sees an involved play devel- 
oping and attempts to maneuver fast 
enough to cover the goal from any and 
every angle at all times. 

Most of us are in that same position 
—which sometimes seems almost im- 
possible to fill—but, looking back on 
individual trying events, it’s a big 
thrill to be in the game at this par- 
ticular time and many of us are mak- 
ing some fantastics plays that surprise 
even ourselves though they may go un- 
recognized by our managers. 

Practical advertising in a wartime 
economy does not differ greatly from 
peacetime promotion, judging from 
the consensus of the experts. Horace T. 
Hunter, president, MacLean Publish- 
ing Company, Toronto, came to the 
same fundamental conclusion in his 
keynote address before the National 
Industrial Advertisers Conference in 
Toronto last month. Good product- 
selling copy, whether selling for imme- 
diate or future delivery, is still the 


Most 


of us, I am sure, as we gain greater 


best institutional advertising. 
experience are operating more cannily 
and economically than ever before. 
Even if our employers forced a “fixed 
percentage of sales’’ promotion budget 
on us, most of us in industries with 
business multiplied up to ten times the 
normal amount would feel it was un- 
economical. I have always liked the 
“fixed percentage” budget but we are 
operating on something of a “job” or 
“task” basis now, doing the jobs that 
have to be done as economically and 


fast as we can. 


From an address before the Eastern 
Industrial Advertisers, Philadelphia, Oc- 
tober ®& 
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Actually, we are management—even 
more so today when the general direc- 
tion of business is so complicated with 
government controls and restrictions. 
It is my impression that we are being 
expected more and more to make our 
own decisions and make them right. 

Outside of the realm of creative 
sales promotion—and perhaps includ- 
ing it—one of our most important 
problems is that of personnel. Early 
last month I had to replace two peo- 
ple in a four-man department. A 
sixteen-year-old stock room assistant 
left at the drop of a hat for a produc- 
tion job that paid as much as my first 
job out of college as a graduate engi- 
neer—and mine was a good job, too! 
At the same time, the increasing vol- 


WOMEN IN INDUSTRY 


ARE YOU PROVIDING ADEQUATE AND SANITARY 
WASHING FACILITIES? 
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The great increase of women in industry to- 
day provides an entirely new marketing oppor- 
tunity for many manufacturers and Bradley 
Washfountain Company, Milwaukee, does 
not fail to take advantage of it with this page 


ume of orders and the new and com- 
plicated reports from the sales record 
and control department required the 
addition of more experienced person- 
nel. By the time I left for the NIAA 
Conference, the payroll for these two 
functions had almost doubled and we 
were about two weeks behind in our 
routine work. But if I learned noth- 
ing else it was that there is no gap 
between the sales promotion functions 
of a business and its management re- 
sponsibilities—we are a part of its 
management with as sincere responsi- 
bilities to our stockholders as our presi- 
dents themselves. 

During those first two hectic Sep- 
tember weeks I now look back on as a 
garish nightmare, Cochrane Corpora- 
tion received 483 requests for individ- 
ual company publications from readers 
papers—none of which 
acknowledged. 


of business 
was filled or even 
The number of inquiries in itself was 
startling, although for over a year 
since we discovered the value of busi- 
ness paper publicity in economically 
distributing catalogs we have been con- 
sistently impressed with the results. 
Now this is more important than ever 
before because in many cases a catalog 
is about all we can ship to many cus- 
tomers—even with a two-week delay! 


With a newly overhauled staff and 
this backlog of work, I left for a two- 
week vacation to include the NIAA 
Conference and a one-week rest cure, 
wondering whether I would ever be 
welcomed back. Supplementing the 
483 inquiries of those past two weeks 
726 new ones had come in while I wa: 
gone and all 1,200 were on their wa) 
when I returned. Probably no one ap 
preciates the magnitude of the job a 
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‘ALUE OF OIL PAPERS 


Anymore than you can LOOK AT A MAP AND 
TELL HOW MUCH WATER IS IN A RIVER-- 


We make this statement despite the fact the Journal has the largest circulation 
— obtained at the highest subscription price — with the highest percentage of 
renewals. But even this does not indicate the strength of the Journal in any of 
the four major divisions of the industry or among any particular occupational 


group. 
Circulation statements provide no common yardstick for measuring oil trade 
publications, since the same standards are not employed by the various 


publications. 

In the Journal you reach a far larger following than is indicated by the number 
of copies actually circulated because the $6.00 subscription price of the Journal 
(more than the combined subscription price of the next three publications) 


develops multiple readers, not enjoyed by other publications. 


Apply the accurate principle of polling to your oil trade paper advertising by 
accepting The Oil and Gas Journal offer. Prove to yourself once and for all, 
at our expense, the oil publication in which your customers and prospects are 


most likely to see your advertising. 
Member of A.B.C. and A.B.P. 


THE OIL AND GAS JOURNAL 


1 S. Ch A Tulsa, Okla E. KLAPPENBACH, Vice President 
° eyenne Ave., ’ : — 
HOUSTON LOS ANGELES 
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Have You idle Lathes You Would Be Wiling 
To Sell In The Interest Of National Defense? 


Cimetamat, Ob se 


Mematincaneny wf a Cnmplete tie of | 


This red, white, and blue folder was sent to all names on The R. K. LeBlond Machine Tool 
Company list in an effort to locate idle lathes and transfer them where they are needed 
for defense work. Many have been located and placed where they will do real good. 
The program will be extended if it shows evidence of a sufficient number of idle ma- 
chine tools around the country to warrant the effort. Perry-Brown, Inc., is the agency 


much as the boys who handled that 
mailing, but at least I am sleeping 
nights again! 

Direct mail also has taken on a new 
meaning for us in the past year as a 
flexible weapon of opportunity. We 
are planning now that a vital part of 
our promotion program next year will 
be in this specialized field. So far, the 
bulk of our preparations have been 
in the building of a mailing list which 
is still far from complete except as a 
skeletonized structure. We built a 
small horizontal list early in the year 
for a special promotion and have sup- 
plemented it with picked names from 
distribution lists of various composite 
catalogs of particular interest to us and 
through the checking of lists from 
friendly manufacturers. On the noti- 
fication forms sent our salesmen when 
a catalog is forwarded in answer to a 
publicity request, we have asked the 
salesmen to check and return the card 
if the man should be added to the 
mailing list. Thus we are gradually 
acquainting the salesmen with their 
direct mail responsibilities. Already 
in test mailings we have found it eco- 
nomical to advertise specialized prod- 
ucts for limited fields in this man- 
ner. One of the interesting facts un- 
earthed in connection with the devel- 
opment of a high-pressure steam plant 
classification was that there are only 
149 plants operating at over 700-lb. 
per square inch pressures—a market 
that can be economically reached only 


by direct mail advertising. 
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Business paper schedules, as in 
peacetime, need constant overhauling 
or at least constant vigilance. Old 
markets, unless they have been com- 
pletely annihilated by the present 
emergency, will still be customers. 
Many manufacturers, like the Alumi- 
num Company of America, are pour- 
ing money into advertising to tell the 
world that production for defense has 
cut off civilian supplies but that 
cheaper, better, and greater quantities 
of their products will be available after 
the emergency. To those of us manu- 
facturing completely fabricated prod- 
ucts for specialized applications, will 
probably be left only a tremendously 
shrunken market after the passing of 
the emergency. For this reason, the 
importance of research is probably 
made more important in these critical 
times. In our own case, the research 
hitherto conducted individually by en- 
gineering, sales, and advertising has 
been informally codrdinated by cir- 
cumstances. The three unavoidable 
post-war difficulties that haunt us now 
are: 

1. The to-be-glutted second-hand 
capital goods market. 


2. The tremendous unused utility 


capacity that will undoubtedly mini- 
mize new construction of high pressure 
steam-generating industrial power 
plants. 

3. The public works buffer pro- 
gram to be launched after the war, 
equipment for which will be purchased 
on the usual government “low-bid” 





basis without regard to the overhead 
costs of technical research. 

Still on my own list of unfinished 
business is some practical experience 
with trade-show exhibits. We have 
never been aggressive in this form of 
promotion but it must have merit in 
certain applications or it would not 
continue to survive. 

Agency codperation and help are 
more important now than ever before 
—not as a detached outside consult- 
ant, nor yet as a crutch—but as an 
inspirational thorn-in-the-side to get 
the right things done at the right 
time and in recognizing the weak 
points of the codrdinated promotional 
program. 

Highly publicized in all the maga- 
zines is the exhortation that now is the 
time to do all the things left undone 
in times of smaller budgets. Today 
our most pressing problems, like those 
of the manufacturing departments, are 
personnel and production. 

The important point in our own per- 
sonal preparedness program, it seems to 
me, is to be ready for any and all 
emergencies and still be free enough to 
seize timely promotional opportunities 
and turn them to advantageous adver- 
tising and selling results for our own 
companies. Whether the urge to save 
dollars is as great as it normally is, 
most of us will admit privately at least 
that the quality of our sales promo- 
tional efforts could be vastly im 
proved. 





Advertising Up 20%, 
Brad-Vern Reports Indicate 


Advertising directed to business and 
industry during the first half of 1941 
showed a gain of approximately twenty 
per cent over the comparable period of 
1940, according to the second edition of 
Brad-Vern’s reports published last month 
The compilation encompasses more that 
25,000 advertising schedules and shows 
the number of pages used in 419 publica 
tions. The first edition, issued last year 
covered 230 publications and 15,000 a 
counts. 

The periodicals represented in the com 
pilation include not only specialized busi 
ness papers in a wide variety of fields, but 
also such publications as Business Week 
Forbes, Fortune, Nation's Business, News 
week, Time and the Wall Street Journa! 
Last year 689 copies of the report wer: 
sold at $12.50 each and it is expected that 
the current sale will run to 1,000 copies 

The Brad-Vern reports show the nun 
ber of pages used by advertisers in the 419 
publications covered, with a quarter! 
breakdown starting with January, 194 
and continuing through June, 1941. Tot 
figures for 1939 are also included, base 
on the publications included in the 194 
report. 

Headquarters of the Brad-Vern Cor 
pany are at 135-21 Union Turnpik 
Flushing, N. Y. 
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. » » Before Today’s 
Demand Orders Slacken! 


The No. 1 problem for most manufacturers today is how to meet 
delivery commitments on their existing orders. Yet all signs indicate 
that after this emergency, there will be a change. Whenever “tomor- 
row’ comes — this year, next year or still later — competition will be 
tough. ... And there’ll be a job of SELLING to do! 


But, in the Process Industries — 
where nothing is ever static — you can 
find a bright side to this picture. 

For many months now — in office, 
pilot plant and laboratory — plans for 
post-war profits have been in progress 
... Here plant owners and engineers 
are scheming the conversions, plot- 
ting the equipment purchases neces- 
sary to bring their processes and their 
plants in line with the peace-time 
economy to follow. 

These twenty-six Process Indus- 


ering Catalog 


orpor :tion 


NEW YORK. N. Y. 





tries* represent a rich potential 
market for your future sales. Start 
now to pre-sell them through the 
pages of CHEMICAL ENGINEER- 
ING CATALOG ... Keep the full 
story of your products before these 
men who are today determining to- 
morrow’s purchases. Then — when 
emergency orders start to slacken — 
you can have the comfortable assur- 
ance of knowing your products will 
have recognition and priority when 
plans become processes. 


Now is none too soon! 


*For a quarter of a century, CHEMICAL ENGINEER 
ING CATALOG has been the recognized leader in 
reaching the authoritative buying power of these 
26 Basic American Industries. 


BREWERIES & DISTILLERIES LINOLEUM 

CELLULOSE METALLURGICAL 
CEMENT OIL AND FAT 
CHEMICAL PAINT, VARNISH, INK 
COKE PAPER 

ENGINEERS PETROLEUM 
EQUIPMENT PHARMACEUTICAL 
EXPLOSIVES PLASTICS 

FERTILIZER RUBBER 

FOOD STORAGE BATTERY 
GLASS AND CERAMICS SUGAR REFINING 
GOVERNMENT TEXTILE (FINISHING, DYEING) 
LEATHER MISCELLANEOUS 
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A Paradox in 


Government Codperation 


@ A GREAT paradox developed last month in 
the fight being waged by the National Indus- 
trial Advertisers Association against provisions 
in the census bureau’s bill S. 1627 which would 
scrap the biennial Census of Manufactures in 
favor of a combined quinquennial census of 
industry, business, and minerals. 

Dr. Vergil D. Reed, assistant director of the 
census, in testifying before the House census 
committee hearings on the bill, loosed a vicious 
attack on the association as not being represen- 
tative of industrial marketing and advertising 
interests when he sought to belittle the associa- 
tion because its membership constitutes but a 
small percentage of the total manufacturing 
plants in the country. 

Despite the fact that NIAA is the largest sin- 
gle organized body of marketing and advertising 
executives in the world, and that the Depart- 
ment of Commerce and the Bureau of the Census 
have in years past worked with the association 
as the organized spokesman of industrial mar- 
keters, Dr. Reed questioned the association’s 
qualifications to voice their opinions and needs 
with regard to the biennial Census of Manufac- 
tures. No doubt he forgot for the moment 
that Dr. Wilford L. White, former chief of the 
market research division of the Bureau of For- 
eign and Domestic Commerce, in addressing the 
NIAA Cleveland Conference in 1938, lauded 
the association for its interest and use of the 
Census of Manufactures and declared that only 
since the inception of NIAA had there been any 
real advancement made in the efficient market- 
ing of industrial goods through the application 
of market research. 

When asked whether he believed Secretary of 
Commerce Jesse H. Jones was interested in the 
welfare of business and industry and their prob- 
lems, NIAA President Murphy, in testifying 
before the House committee, replied that there 
was nothing to indicate that Mr. Jones has given 
adequate consideration to them in setting up the 
census legislation proposed by the Bureau of the 
Census. 

The paradox in the matter is that last month 
the Department of Commerce sent out a corps 
of trained representatives to act as Regional 
Business Consultants in the Department’s field 
offices. Their mission is to counsel with business 
and industry on management and marketing 


60 


problems and to instill a better coéperation be- 
tween government and business. This is a laud- 
able idea, but then again it just makes one won- 
der—if the Department of Commerce is truly 
interested in learning the needs and viewpoints 
of business, why doesn’t it take advantage of the 
open expression of business when it brings its 
problems to Washington? It would appear that 
whatever paternal intentions Secretary of Com- 
merce Jones may have toward industry, his 
representatives in the Bureau of the Census seem 
to be well organized to nullify. 


Likewise, Dr. Reed’s attack on INDUSTRIAL 
MaRKETING and its Washington editor before 
the House census committee for having apprised 
its readers of the danger to their interests in con- 
nection with bill S$. 1627, was entirely gratuitous. 
And no doubt that is why he did not wish it to 
appear in the record. INDUSTRIAL MARKETING 
would have been remiss in its duty to its readers 
and the field it serves if it had not presented the 
facts as it saw them. That is an obligation of 
every independent and courageous business pa- 
per. And it may be significant in relating this 
to Dr. Reed’s reactions, that if it had not been 
for the alertness of this publication’s Washing- 
ton editor, the business world might never have 
known how S. 1627 had been whisked through 
the Senate under the guise of emergency legis- 
lation and was on its way to the House unno- 
ticed. 

INDUSTRIAL MARKETING, like the NIAA, may 
not have all the industrial plants of the nation 
on its list, but it is truly representative of indus- 
trial marketing interests and will always serve 
faithfully by recording and interpreting news in 
its true relation to the needs of the field. It has 
no axe to grind in this matter, and it will not 
be intimidated. 


INDUSTRIAL MARKETING has no official con- 
nection with the National Industrial Advertis- 
ers Association. Since the association’s found- 
ing, however, the publication has recognized in 
it a potent force for the good of American in- 
dustry in its efforts to affect more efficient and 
lower cost distribution. We believe NIAA is 
true to its purpose in the fight it is making to 
have the Census of Manufactures retained on 
its present biennial basis. It is hoped that the 
Department of Commerce and its Bureau of the 
Census will continue to recognize the association 
as the spokesman for industrial marketers and 
will render their usual codperation. 
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“SMOOTH AS STILL WATER" 


PRINTING PAPERS 


Give you the beauty of costly printing papers 


...at the price of ordinary paper! 


WITH the development of Levelcoal* 
printing papers, there’s no reason why a// your 
printed pieces can’t be outstanding. Equally 
important to you is the fact that it’s no longer 
necessary to pay a premium for superior print- 
ing results. By specifying Leeedcoad papers, 
advertisers can now make substantial savings 
in printing costs, without sacrificing quality, 
because Levelcoad printing papers give all the 
beauty of costly printing papers at the price of 
ordinary paper! 

Levelcoat’s supet-smooth printing surfaces, 
achieved through new and exclusive processes, 
help you get sharply-defined type... halftones 
of almost photographic perfection...attention- 
compelling color. ..all the things you need to 
put more “sell” into your printed advertising. 

If small printing budgets have confined you 
to mediocre-appearing catalogs, circulars and 
brochures, you can now inject new life into 
your advertising by stepping up to Leevedooal 


quality, and do it at little, if any, extra cost. 


* 
Jrufect 
Lovelcoat Pati Seeing is believing... Ask your printer or paper mer- 


lads cape-cnquih by bik, <bean tiliine chant for samples of Zeeedcoat papers. Or for proofs of ' 
processes. For high-quality printing. fine printed results, write direct to Kimberly-Clark. You'll 
* agree that these new-type papers do most for the money! 
Ki mfect They are available through your paper merchant. If you 
Lovelcoal Paper prefer, inquire direct. 


Companion to Trufect at lower cost. For use 
where quality remains a factor, but less exacting 
printing results demanded. 


Maultifect KIMBERLY-CLARK CORPORATION 
Lovelocat Paper NEENAH, WISCONSIN 
Where economy counts in volume printing, this pesnensincee 
grade does a splendid job. NEW YORK: 122 East 42nd Street e CHICAGO: 8 South Michigan Ave. ' 
"TRADE MARK LOS ANGELES: 510 West 6th Street 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





"Sustaining" Advertising 


I was one of those in the audience 
of the Institutional Advertising Clinic 
at the NIAA Toronto Conference and 
heard your objection to the use of the 
term “institutional advertising” for 
much of the advertising Aluminum 
Company of America is now using. We 
call such advertising done under pres- 
ent conditions when the volume for 
sale is restricted “sustaining” adver- 
tising, and we think of it as including 
two types: the older “institutional” 
advertising and the new type of prod- 
uct advertising that has a future sales 
objective. 1 should greatly appreciate 
knowing your reaction to the term 
sustaining.” 

SPECIAL REPRESENTATIVE. 


We do object to labeling Aluminum 
Company advertising as institutional 
when it really is advertising not only 
the company but the product as well. 
Your term, “sustaining,” serves the 
purpose much better and we believe it 
should be used generally instead of the 
word “institutional” which has come 
into some disrepute as being wasteful 


and old-fashioned. 


Necessity for 
Maintaining Advertising 

Along with a great many other 
manufacturers, we are entirely sold 
out, mostly on a priority basis. Hav- 
ing very little or nothing to offer our 
trade, we have stopped advertising our 
product to them and, as suggested by 
many, we are trying to develop adver- 
tising that can be used in the future 
when we will need it. Have you any 
new suggestions that will help us 
along this line? 

SALES MANAGER. 

It is true that part of your present 
advertising appropriation should be 
turned toward building for the future, 
but are you not making one of the 
greatest mistakes by discontinuing 
your present product advertising? 

No doubt you have built up quite 
an acceptance for your product—it is 
well and favorably known. But if this 


national emergency continues very 
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long and you continue to pass up your 
product advertising, it will not be long 
before your product will have been 
forgotten by the old buyers and not 
even heard of by the new ones. 

Does it not seem absolutely obvious 
that when a manufacturer may not 
even be using your product, is receiv- 
ing no shipments, etc., he is more 
likely to forget it than if you were 
doing business with him? Does it not 
seem obvious that really much more 
advertising is needed to make sure 
that he continues to remember your 
product when it is off the market than 
when it is in current use? 

This is a tremendously important 
point which many companies seem to 
be losing sight of these days. On the 
other hand, of course, there are out- 
standing examples of great companies 
that are intensifying their product ad- 
vertising at a time when it is not ob- 
tainable. The Aluminum Corporation 
of America is a good example of this. 
As you know, it modestly reports that 
it is sorry not to be able to make de- 
liveries but urges you to look forward 
with it to a time when you can get 


aluminum better and cheaper. 


Trend in Direct Mail Advertising 


We are planning our advertising 
campaign for next year and are par- 
ticularly interested in helpful sugges- 
tions for our direct mail advertising. 
By the way, we should mention we 
continue in an oversold condition. 

ADVERTISING MANAGER. 

The trend in direct mail advertising 
is toward service literature which in 
some cases develops into rather exten- 
sive technical books, helping your cus- 
tomers get the most out of your equip- 
ment or product which they already 
have. 

In other cases, it becomes much 
more simplified, with no great detail 
nor description of product but with 
general name remembrance advertising. 

This type of direct mail may be 
done more economically than the “tell 


all” type and serves to keep the com- 
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pany, the product, and its uses before 
those who would ordinarily be buyers. 


Now Necessary to Plan 
Far in Advance 


Do you have any general suggestions 
regarding advertising planning at this 
time, with particular reference to 
1942? 

ADVERTISING MANAGER. 

As many advertising departments 
have learned to their sorrow, it is now 
necessary to plan all work much far- 
ther in advance than ever in the past. 

In the first place, long range objec- 
tives are the rule. Second, selected 
paper stock is often not obtainable or 
requires a much longer time to pro- 
cure. Third, it is of great strategic 
importance to be way ahead in your 
advertising department planning, in- 
cluding literature, booklets, movies, 
etc. 

If after the emergency we run into 
a major depression, you will be very 


happy to have worked ahead. 


Remembrance Advertising 


We are considering the possibility of 
purchasing some remembrance adver- 
tising material at this time. As I re- 
member it, you have never been ver) 
enthusiastic for gadgets, etc.; what are 
your present reactions? 

ADVERTISING MANAGER. 

We are perhaps a little more inclined 
to favor remembrance advertising at 
this time because, if and when you 
cannot furnish your product, it may 
be well to sweeten up the situation 
with a good automatic pencil or some 
other gadget that will have strong re- 
membrance value. Good calendars also 
help to maintain the company and 
product in the user’s mind. 


St. Louis Industrial 
Editors Formed 


The St. Louis Association of Industrial 
Editors, open to all editors and staffs of 
internal and external company magazines, 
has been organized in St. Louis, wit! 
H. A. Marple, Monsanto Chemical Com 
pany, chairman, and James P. Fabick 
Anheuser-Busch, secretary. Monthly meet 
ings began Oct. 28. 


Lang Made Vice-President 


Chester H. Lang, manager of apparatus 
sales, General Electric Company, and for 
many years manager of the company's pub 
licity department, has been elected a vice 
president of the company. In addition t 
his other duties, Mr. Lang was mad 
chairman of G-E’s defense codrdinating 


committee last year 





















Are your waking hours (and even some of 
your sleeping ones) plagued with what to 
say about and how to plan for—Materials 
Shortages . . . Oversold Conditions . . . De- 
livery problems and delays... How to meet 
your customer's needs foday and tomorrow? 


* 


@ Along with many others, these are the most 
pressing problems in business and industry 
today—and what to say about and how to plan 
for these problems are just about the biggest 
headaches you advertising men have today. 

During a recent “jaunt” through the pages 
of COAL AGE we noticed the frequent 
references to available helpful literature— 
sales, bulletins, operator’s manuals, tech- 
nical reprints, engineering pamphlets, catalogs packed 
with design and operating details and data . . . Not the 
kind of stuff men read for relaxation and pleasure! . 
But information which will save their time, help them on 
new problems and in new jobs, aid them in getting things 
done, designed, tested, tooled-up for, and moving into 
Industry's plants to enable them to produce the things 
the American people are crying for. 

Here perhaps, is an “aspirin” to help cure one of 
your “headaches”! Do you have such literature avail- 
able? . . . Tell the coal industry all about it in the pages 
of COAL AGE—the leading national Coal magazine best 
set-up to get this information into the hands of the men 
who can use it to their own advantage . . . and yours. 


COAL AGE is ready to help YOU with YOUR 
Post-War problems too! 


The coal producer who is going to come out on the profit 
side of the ledger tomorrow will be the one who installs 
production equipment that lowers his costs RIGHT 
NOW. If you have a product which will lower produc- 
tion costs—tell about—sell it—keep it sold every month 
—regardless of what other temporary sales points you 
may want or have to stress today. 
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Jo You Have BUSINESS NIGHTMARES? 





When the men in the armed forces, and the men in 
defense factories, have done their job, regardless of the 
outcome across the seas, our own business and economic 
wars at home will have just begun, Then America—your 
business and all business—can only be strong if we can 
produce at lower costs than ever before. We are all work- 
ing at increased pace to “Keep Them Flying” today, but 
how many of us can say the same for tomorrow? . 
Today’s coal industry wants and must have equipment 
and supplies and complete information about these prod- 
ucts which will assure them lower-costs per ton. Now is 
the time for you to tell, sell and keep sold your product 
which will bring them this all-important result—Lower 
Cost Per Ton of Coal Mined! . . . Tell the coal man your 
story in his own language inexpensively in his own busi- 
ness paper—COAL AGE!... 

Send for These Planning Aids Today 
1. A Guide for Business Paper Advertisers Today. Chock 


full of case histories, some of which will deal with prob- 
lems similar to yours. 


2. A Wall Chart Showing The Most Pressing Problems 
in Business and Industry Today. Lists the twelve most 
important Sales Appeals for you. 


COAL AGE 
330 W. 42nd St., New York, N. Y. 


Gentlemen : 
Please send me, free, the following: 


1. A Guide For Business Paper Advertisers Today [ 
2. Wall Chart of Twelve Sales Appeals 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 








SPAB Ruling Does Not 
Forbid Building 


@ AFTER the first panicky flare-up 
following SPAB’s Oct. 9 announce- 
ment of building priorities, calm and 
reason is returning and with it the 
realization that building will continue. 
Actually, the newly announced prior- 
ity policy of the SPAB leaves building 
just about where it was before the rul- 
ing was announced. 

Except for priorities on 200,000 de- 
fense homes, there was no priority 
privilege for non-defense building. 
The new ruling neither removes nor 
extends any priority privileges. The 
important thing to remember is that 
no law has been passed forbidding any 
kind of building. If you can find the 
materials with which to build, you may 
build. And this country’s inventory 
today is probably as high as it ever 
has been. 

In general, the following sums up 
the effect of the new ruling: Home 
construction in the higher brackets 
particularly will be reduced; remodel- 
ing and repairs will be stimulated; 
farm building will increase; private 
new commercial and industrial build- 
ing will be drastically reduced; public 
works (non-defense) will be virtually 
eliminated; military and defense indus 
trial construction will be expanded. 
Some 400,000 defense homes will be 
built by private builders. Instead of 
the $14 billion year of 1941, we will 
have perhaps $11 billion in 1942. 

The remodeling and modernizing 
market, estimated by SPAB at three 
billion dollars in 1941, may go con- 
siderably higher. People will fix up 
their old homes and old buildings if 
they cannot build new ones. A great 
deal of modernizing can be done with- 
out critical materials except nails. 
SPAB is expecting to get applications 
tor converting some 35,000 existing 
old dwellings into apartments per 
month. A report from Washington 
on October 27 states that SPAB is con- 
sidering actual stimulation of dwell- 
ing remodeling and modernizing. Farm 
building and farm modernizing is ex- 
pected by SPAB to increase, since food 


production is vital. 
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The greater emphasis on small 
homes, farm construction and modern- 
ization means that the great volume 
of building materials in civilian or 
non-defense construction will go into 
wider areas and more scattered proj- 
ects, and the “‘little sale” for a “little 
job” will become of paramount impor- 
tance.—Hersert V. Karepret, Exec- 
utive Editor, Practical Builder. 


All Phases of Defense 
Boom Telephone Industry 


@ THE telephone industry is now in 
the biggest expansion program in its 
history. Suppliers to that industry are, 
through necessity, running three shifts 
because of heavy demands being made 
by the Signal Corps and other govern- 
mental departments in National De- 
fense and the abnormal demands being 
made by commercial telephone com- 
panies to provide additional facilities 
all over the VU. S. 

There is a noticed trend of manu- 
facturers, not heretofore courting the 
telephone industry, to enter the field 
while business is almost unlimited, to 
gain a foothold for future business 


after defense requirements have been 


satisfied. Manufacturers serving the 
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Like candy and cigarets, Graybar friction 
and rubber tapes hereafter will be wrapped 
in Cellophane to protect their freshness, this 
page in two colors tells the trade and users 


industry have an A-10 priority on 
maintenance and repairs with indica- 
tions of higher rating or allocation for 
later use. All cities and towns adja- 
cent to army camps, air fields and bases, 
ammunition depots, or manufacturing 
plants and other Defense projects re- 
ceive, of course, a much higher prior- 
ity with no delay in materials. So far, 
the telephone industry is ahead of the 
demands made for these projects. 

Almost any line of necessary mate- 
rials to operate a telephone exchange 
can find a ready market in our indus- 
try at this time. Manufacturers of 
switchboards, telephones, etc., are 
generally slower in delivery at this 
time, however, as expansion programs 
are made known sometime in advance 
and in many cases the backlog has 
reached a fairly high level for future 
delivery as needed. 

During the past twelve months the 
Signal Corps alone has needed 290 
telephone systems and 120,000 tele- 
phones. The installation gain of com- 
mercial telephones has been almost 
110,000 per month during 1941, with 
indications of higher rate to come. 
There are now prognostications that 
telephone service itself might be placed 
under a priority system in the future 
and especially long distance service 
during certain daylight hours. 

Merchandising efforts should receive 
ready markets for manufacturers hav- 
ing products applicable to this indus- 
try—Ray W. Smitn, Editor, Tele- 
phone Engineer. 


Changes Name; Adds Three 


Electrical Equipment, new name of 
Electrical Equipment News effective with 
first issue, has appointed Frank Thompson, 
Chicago district manager, John P. Wood, 
technical editor, and W. B. Cowilich, New 
York district manager. Mr. Thompson 
was formerly advertising manager, Radio 
Jobber News, Cleveland; Mr. Wood was 
formerly an instructor in the electrical 
machinery laboratory at Cornell Univer 
sity; and Mr. Cowilich was advertising 
and circulation manager of “General Elec 
tric Review,” and a member of General 
Electric Company's purchasing department, 
Schenectady 


Chain Belt Promotes Thomas, 
Devine, Kalton and Frank 


A. W. Thomas, formerly assistant to the 
sales manager, Chain Belt Company, Mil 
waukee, has been appointed sales manager 
of the Construction Machinery Division, 
succeeding B. F. Devine, recently promoted 
to manager of that division. D. A. Kalton, 
formerly Eastern district manager, has 
been promoted to assistant to the sales 
manager, and will be in charge of dis 
tribution. A. J. Frank, formerly sales pro 
motion manager, has been made assistant 
to the manager of the division 
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Do A ‘f Miss 


CHEMICAL EQUIPMENT 
PREVI! . in this new 
format also... with more 
than 26,900 CCA circu- 
lation types of chem- 
ical process plants. 


ete ee) 


Ne ————— 


Something new in design . 


°** and over 32,000 circulation 
in food manufacturing plants 


. . . by far the greatest coverage of responsible operating men in food processing 

plants ever made available in any publication. 

Moreover you get exceptional advertising values because of FEP's unique format, e.g. 
HIGH VISIBILITY . . . every advertisement is always alongside editorial 


PRESTIGE EFFECT. . . every advertisement presented in a setting worthy of the finest 
product .. . worthy of the finest company 


AD SIZESTOSUIT . . whether you use large 7x10 space or small 3!/4x434 ads... and 
your plates will fit other publications 


Before you make '42 plans, check these many new values. 


PUTMAN PUBLISHING COMPANY 


737 N. Michigan Ave. Chicago 











THE CONFERENCE REPORT 
To tHe Eprror: This will acknow!l- 
edge with real appreciation the excel- 
lent job you have done in your Octo- 
ber issue of reporting the NIAA Con- 
ference held in Toronto. Iam sure at 
this moment there are many of the 
Canadian members who are reading 
their copy who will have the same 
thought. Besides this, your excellent 
publication will give some of us who 
were running things a chance to read 

up what it was all about. 

J. A. M. GaLiLer, 

Assistant Advertising Manager, 
Canadian Westinghouse Company, 
Limited, Hamilton, Canada. 


= we © 
ALLOCATION OF CREDIT 


To tHe Eprror: The other day we 
hung in our office the plaque we were 
awarded in this year’s INDUSTRIAI 
MARKETING Competition for Editorial 
Achievement. We didn’t exactly hold 
1 ceremony, but we felt rather proud. 

That, and the announcement in the 


Mar- 


KETING, made me think a little about 


October issue of INDUsSTRIAI 
credits. A competition of our own 
was at the bottom of the research that 
won us the award—and that involved 
months of patient work. I thought 
of the credit that belongs to all the 
members of our staff who shared the 
labor, and especially to C. G. Fuller, 
who carried most of the load from 
start to finish and who wrote the re- 
sulting series of articles. 


I also thought of the credit that 
belongs to the entrants in our own 
competition—119 county highway ad- 
ministrators and their assistants, who 
dug deep into their records and weighed 
their ow n achievements in order to 
answer the detailed questions we asked 
them. Winners and losers, they made a 
distinct and original contribution to- 


ward improving the management stan- 
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dards of a major governmental service. 
And pursuing the matter a little 
further, I hope that INDUsTRIAL Mar- 
KETING gets all the credit it de- 
serves for making these annual awards. 
Out of our own experience we know 
how much work and worry goes into 
such an enterprise, and we think we 
know how much good the analysis 
involved in participation does for the 

competitors. 

C. M. NELSon, 
Editor, Better Roads Magazine, 
Chicago. 
vvey 


STEP UP, BYRON 

To tHe Eprror: Human as I hope 
I am, I warmed all over to that praise 
bestowed by The Copy Chasers in their 
review of the recent NIAA conference 
panels. 

Yet as proud as I am of that high 
commendation, I would have been even 
prouder if these critics whom I admire 
so much had mentioned the real writer 
of these nod-winning Armco adver- 
tisements. He is Byron Wilson, a 
young writer whom I have groomed 
for several years. He deserves the 
encomium and I want him to have it. 

True, these advertisements, like all 
other Armco advertisements, were cre- 
ated under my direction—but that’s 
only a part of it. The most impor- 
tant part is that Byron Wilson did the 
work with little blue pencilling in the 
editor’s office. 

So give the lad credit for it public- 
ly, if you will, and Ill be happier 
over it. 

WitiiaM E. McFee, 
Manager, Copy and Plans Department, 
The American Rolling Mill Company, 
Middletown, O. 


P.S.: I liked The Copy Chasers’ 
approach to the Toronto panels and 
their criticism, both favorable and un- 


favorable. As usual, they did a con- 


scientious and workmanlike job. In 

my opinion, The Copy Chasers are 

about the best thing that ever hap- 

pened to industrial advertising. 
"wv 

NOT A COPY CHASER 

To tHE Eprror: Much obliged for 
the nice words in your October issue. | 
didn’t know there was a rumor that 
Ken Akers and I were The Copy Chas- 
ers, but it’s the nicest compliment | 
have had in a long time. 

H. E. Van Pertren, 
Advertising Manager, Mechanica 
Division, The B. F. Goodrich 
Company, Akron, O. 
. FF 
REGARDING PUBLICITY 

To tHe Eprror: Can’t you do 
something to make industrial adver- 
tising managers realize that business 
paper editors have something else to 
do besides operate as a clipping bu- 
reau for the publicity we give them? 
Sure we want news items, and we like 
to have them offered to us on the basis 
of their value as such, but it gripes 
me to get the stuff along with a letter 
which ends like this one from an 
agency: 

May I ask you to codperate with me, 
as a duty to my client and as a service to 
your readers, by granting mention in 
the editorial columns of your next issue? 
Also, if you will, send a tear sheet of the 
release when and as it appears. 

P.S.—You are authorized to make a cut 
to your specifications, billing same to us 
Cut to be forwarded to this office when 
off the press. 

I don’t see where I have a “duty” 
to his client and it seems to me we 
have done our job when we give space 
to his publicity; and inasmuch as we 
do not use publicity as a club to get 
advertising, I see no need to establish 


Keep the publicity 


a clipping service. 


releases coming, but let’s cut out all 
the requests for special service. 
Bustness Paper Epiror, 
Chicago. 


“Public Works" Appoints Hubbard 


Shelton P. Hubbard has been appoint: 
western manager, Public Works Magazi 
with headquarters in Chicago. He w 
also represent The Manual of Sewage D 
posal Equipment and Sewer Construct: 
The Highway, Street and Airport Manu 
and The Manual of Water Works Eq: 
ment and Materials, all published by ' 
same company. 


A. W. Jones Goes With OPM 


Arthur W. Jones, sales promotion n 
ager, Standard Gas Equipment Corp: 
tion, New York, has been called to W 
ington to work with the Office of 
duction Management as chief statist: 
of the shoe and leather products sect 
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PRODUCTS WHICH 
WILL BE REQUIRED.. 


Air Conditioners | Gas Burners Presses 

Air Filters Grilles Pulleys 

Angles, Bars, Gutters and Pumps 
Beams Downspouts Punches 


hate tom Heaters Registers 


Bearings Humidifiers Regulators 


Belts Humidistats Roofing 
Blowers Screws 


ewes Wheel Insulation nie 
Instruments Sheets 


a Louvres Solder 
Stokers 
Machinery 
Metals 
Motors 


Thermostats 
Tools 


Dampers 
Ducts 


Ventilators 


Fans Oil B , 
Fittings ee Waterproofing 


Furnaces Paints Weather Strip 
Furnace Cement Plates Welders 
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DEFENSE ORDERS 
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[CONTINUED FROM PAGE 24] 


Visualizing Advertising 


papers; public relations copy; cata- 
logs and technical handbooks; direct 
mail; merchandising material; calen- 
dars—everything—was contained in a 
little black box 
about six inches wide, ten inches long, 


that measured just 


und two and one-half inches deep. 


Yes, that’s right. Advertising man- 
ager Beckwith used intelligent show- 
manship in putting his complete pro- 
gram on slides. That way he got ev- 
erything in compactly, and with the 
idded advantages of Kodachrome for 


his many front covers, two-color 
pages, four-color process calendars, and 
merchandise pieces. 

The presentation was simplicity it- 
self. Box of slides, all coded and in 
order; small, easy-to-handle projector, 
noiseless and unobtrusive; the wall for 
1 screen; and a thin sheaf of notes to 
tell the highspot story of New De- 
parture’s extensive and intensive ad- 
vertising and sales promotion program. 

Such simplicity was the secret of 
good showmanship because it took at- 
tention away from props, fancy pres- 


and trimmings, and 


entation pages, 
concentrated it on the actual adver- 
tising and promotion itself. Good- 


sized, easily readable, highly effective 
reproductions of all campaigns, in 
black and white, and in color. The 
advertising and its results were all the 
show. 

It seems good sense to us that any 
move towards eliminating useless win- 
dow dressing is a fine thing for this 


business. It saves not only the adver- 
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Explains Defense Supplies Rating Plan 


@ PUTTING publication space to 
what is probably an entirely new use 
in industrial advertising, Simonds Saw 
and Steel Company, Fitchburg, Mass., 
is currently using full pages in color 
to tell customers how they can get 
their defense orders filled promptly 
under the OPM’s Defense Supplies 
Rating Plan. 


Under this plan, Simonds is forced 
to classify as ‘““Non-Defense” all orders 
for saws, files, shear blades, and ma- 
chine knives (even from firms with 
high priorities) which do not give the 
full information required under pres- 
ent OPM regulations. So the current 
Simonds advertising carries a check 
list, which readers are asked to keep 
and refer to, outlining the procedure 
by which a customer can get his order 
promptly cleared for production, in- 
stead of having the order filed and 
delayed until it is revised and com- 
pleted. 

Four regulations are cited, to which 
the customer must conform. First, 
he must mark his order “Defense” or 
“Non-Defense,” and it is pointed out 
to him that it is not necessary to have 
a direct government contract to be 
working on defense, if he is supplying 
any other firm working even indi- 
rectly for defense. 

Second, all defense orders must be 
marked with priority rating or defense 
contract order number (if the cus- 
tomer has one) or must state his de- 
fense percentage. 

Third, it is necessary to send in a 
Defense 


each 


“Customer’s Certificate of 


Requirements” at the end of 


tising manager’s time, but the time 
of his executives and directors, and 
actually enables him to put on a better 
show. Ballyhoo about what we've done 
or are going to do will never take the 
place of the same amount of time and 
energy put into better copy, better 
layout, better plans—in short, better 
advertising. 
Beckwith’s 
way to put on an advertising presen- 
tation—and today, of all days, indus- 
trial advertising, to win and hold the 


way is a_ business-like 


respect of the people who pay the bills, 
must be crisp and business-like in its 


every move. 
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month. And it is mentioned in pa 
ing that this certificate is OPM Form 
No. PD-25C, which may be repro- 
duced without change. 


Fourth, Simonds asks that, even if 
the customer has no defense percent- 
age, he will “please fill out and send 
us your customer’s certificate never- 
theless, so that we may keep our rec- 
ords complete and keep orders moving 
In closing, the customer is 
that 
regulations will help Simonds to serve 
him better, and also help both Simonds 
and himself to serve their country 
better. 


along.” 


reminded observance of these 


It is encouraging to see, at a time 
like this, 


unselfish job of advertising. 


such a much-needed and 
It ac- 
tually comes under the head of public 
service, for it is an advertisement that 
might well have been published by any 
or all manufacturers operating under 
the Defense Supplies Rating Plan. But 
it remained for the people up in the 
famous “windowless plant” to see the 
urgent immediacy of the need and 
be the first to step up and fill it, in 
behalf of their entire industry. 


The 


scribed and shown here, appears on the 


Simonds advertisement, de- 


inside front cover of October Modern 
Industry, and will also run in Novem- 
ber Purchasing and Mill & Factory 
It is being backed up by extensive per- 
sonal direct mail, and by giant wires. 
Idea was initiated by Roy D. Baldwin, 


Simonds advertising manager, and 


copy was prepared under his direction 
by Sutherland-Abbott, Boston adver- 


tising agency. 


Snap-On Tools to Desist 


The Federal Trade Commission has or 
dered Snap-On Tools Corporation, Ken 
osha, Wis., to cease and desist from the 
use of lottery methods in the sale of tools 
The respondent was found to have em 
ployed a sales plan described as a “Tool 
Club,” each club having a minimum ol 
100 members paying $1 a week for ten 
weeks. 


Jarvis Joins Fisher Agency 


Albert Jarvis, formerly account execu 
tive, Norris-Patterson, Ltd., Toronto, has 
joined the staff of The James Fisher Com 
pany, Limited, Toronto. Mr. Jarvis has 
had extensive experience in sales and ad 
vertising in Canada and England and re 
viewed advertising of those countries at 


the NIAA Toronto Conference. 
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suggestions that will help him stay in business, too. 
Business papers offer the opportunity to do this, as 
you work it out, product by product, and market 
by market. They offer the intensive coverage of spe- 
cial groups of customers and prospects to whom you can 
talk specifically ... and you have to be specific to be 
truly helpful. Generalities fall flatter than ever, today! 


Never let anyone forget the features 
of your product 


Finding a way to be helpful to customers and _ pros- 
pects does not necessitate ignoring your sales story. 
Usually it gives you the opportunity to tell it even 
more forcefully. That metal alloy company, for in- 
stance, could hardly tell how to use steels containing 
their element without describing all of its advantages. 
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) A national association of business publications devoted to in- 
creasing their usefulness to their subscribers and 
helping advertisers get a bigger return on their investment. 
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bnilds Future business, 100 


They keep advertising the product all right, bur 
they do it by serving, which is usually the best kind 
of selling anyhow! 


This is no sentimental ‘‘Call to Duty’’ 


We're not talking about sacrifice. It is thoroughly prac- 
tical to help yourself by helping customers and _ pros- 
pects solve today’s problems. 

The future? All anyone knows about it is that it’s 
uncertain. So let’s see what can be done to fix what 
hurts now. Just one step at a time. Product by prod- 
uct. Market by market. Advertising that is true and 
useful, justifies itself by accomplishment. That kind 
of advertising is its own best defender . . . that kind 
of advertising builds the only kind of good-will that 
can endure; good-will founded upon practical help 
extended when it’s needed. 


Yes, but g make soft 200), not hard sss! 


solve, 
difficulty you would like to help _— 
find a way. Just one thing, advertising as an 
= hen, think of your business —_ “ato the offices of 
eat of your telephone, hook vet are engaged in 
just those customers and ia problems today. 
: , facing s! 
kindred pe a » aie as sincerely and gd 
Talk to them, ry you will have 
as you can, an 


: lieve 
ing that will not only rene 
nd of advertising t ‘ Ip build 
— - aa difficulties right now, but will help 
some 
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The Associated Business Papers, 
Room 2722—369 Lexington Avenue, 
New York City 


C) Yes. | want a copy of "How To Find Out What To Say In 
Your Business Paper Advertising Today" as soon as it is ready. 
























(PLEASE PRINT) 










Please send the Nome eli at aor 
other FREE A. B. P. 
aids checked. 
















O ''Mr. President: Position ee 
Meet Your Adver- 

bist M ” 

ising Manager Compesy 









O''How | Ham- 
strung My Advertis- 
ing Agency.” Street 











O “Intensive Adver- 
tising’’ by John E. City and State 
Kennedy. 
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ing a panel on “5S Ways to Use” the 


particular tool featured. 

The Carborundum Company — 
Most certainly our Winner No. 1 for 
its spreads—"‘In the Interest of De 
tense... TO GET THE MAXIMUM 
SERVICE FROM YOUR REFRAC- 
TORIES” and another on “TO GET 
MORE’ SERVICI FROM YOUR 
GRINDING WHEELS.” The for- 
mer tallies points like, “Make Sure 
You Are Using the Right Refractory 
tor Every Application”—“Make Sure 
the Refractories You Use Are Prop 
erly Installed”"—etc. The grinding 
spread is built to the 
Both offer free 
booklets with further data. Congrat- 
ulations to Francis D. Bowman, 
advertising manager, Carborun- 
dum Company, his assistant, 
Thomas W. Hall, and E. E. Har- 
ing, Batten, Barton, Durstine & 
Osborn, Inc., for service render- 
ed via print, and we know Car- 
borundum’s customers will sec- 
ond us, 


wheel same 


helpful specifications. 


Carnegie-lllinois Steel Corporation 
Offers the services of its metal 
lurgical staff under the newsworthy 
banner, “There’s no 
id: as!” 
sell steel, they'll certainly sell service. 


Appleton Electri: 


sents a “Plan for Saving Time” by 


priority on 


In other words, if they can’t 
Com pany—Pre 


selecting electrical outlets and switch 
boxes and conduit httines trom the 
usefully 
Yes, sy lp 


Via advertising can take as simple a 


“( omplete Line” which is 


illustrated in a large panel. 


form as this. 


Hazard Insulated Wire Works — 
Lends a hand to electrical wholesal- 
ers in its page, “Facts You Can Use 
to Sell More and Better Wiring Jobs.” 
This ad offers a measurement stand- 
ard tor three types of wire rope to- 
gether with a comparative cost chart. 


Veeder-Root Inc.—Also 


adv ertis- 
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ing “Service,” plainly labeled, ““There’s 
No Shortage in Veeder-Root Service.” 
An important story for lots of folks 
to get across. 

American Viscose Corporation— 
Here’s another winner coming up— 
an advertisement that 
customer problem. “Are You Pre- 
pared to Meet a Linen Shortage?” asks 


the headline, and a subhead immedi- 


anticipates a 


ately suggests, “Get facts today on 
linen-like textures in Crown Tested 
Spun Rayon Fabrics.” Copy goes on 


to discuss consumer trends, reduc- 
tion of linen imports, and qualities of 
Crown Fabrics. A rule box holds 
six important facts about the prod- 
uct, such as “Washable,” “Lint-free,” 
etc. This page packs a lot of use- 
ful information, topped by a headline 
of great stopping power. Winner 
No. 2, Charles W. Rice, Jr., J. M. 
Mathes, Inc., New York, knows 
his timing. 
Revere Copper 


There’s a place today 


e~ Brass Inc.— 
for this kind 
personalized 


of informal, message, 





ARE YOU 
PREPARED ‘TO 
MEET A LINEN 
SHORTAGE? 





AMERICAN VISCOSE 
CORPORATION — 














“It’s hard to say ‘No’ to a friend.’ 
Particularly when the copy after ex 
pressing regrets for inability to handl 
all orders, goes on to offer help—ir 
this case, the Revere Technical Ad 
visory Service. 

Gulf Oil Corporation—Still tellin; 
the same story it’s been telling al 
along—and how much more soun 


it is today. “Gulf offers three prove: 
aids to production!” and underneat! 
—"1. Gulf Engineering Service”- 


‘ 


“2. Gulf Quality Lubricants”—"‘3 
Gulf Periodic Consultation Service 

With emphasis added, “All Three are 
proven by accomplishment!” And 
copy backs it all up strongly. 

Durez Plastics < Chemicals, Inc.- 

Gives the buyer a break with blue 
print type drawings of various spe 


of different 


Flags atten 


cific test 
moulding compounds. 
tion with—‘“Blue Print for Your Arc 


applications 


Resistance Requirements.” Closes 
with offer of samples for the buyer’s 
own testing. This is the kind of 
stuff the editors do on their pages 
and there’s still no better precept to 
follow. 

United Chromium, Inc.—Addresses 
the “Man with a problem of Finish 
ing Metal Today” and offers several 
suggestions as to how it can help him. 
These are 


pactly under a subhead that the eye 


buttoned together com 


can spot without trouble. Even lay 
out details can be constructively used 
today. 

Ethyl Gasoline Cor poration—Points 
out to bus operators, “This Is No 
Time to Waste Power,” and goes on 


to give several valuable suggestions 


on how to save gasoline. Timely, 
helpful, and patriotic. 
Johns-Manville—Poses the query, 


“Just what qualities make a good 
duct?” and then in a fine piece ot 
“Tell All” answers its own question, 
covering such significant points as 
“Low Installation Costs,” ““Low Main- 
tenance Costs,” etc. If you can de 
liver the goods today, nothing makes 
so much sense as good “Tell All,” cov- 
ering the features and benefits of your 


product. 


Pennsylvania Transformer Com 


pan y—F urnishes 


guidance for cus 
tomers in its page devoted to “Prior- 


This fully explains how ‘t } 
not 


ities.” 
now operating, what it can and « 
do for customers. Too many people 
neglect this “bread and butter’ ob 
rd 


vell 


W estinghouse—Speaking of 
uct” copy, this outfit does righ 





INDUSTRIAL MARKETING, November, 7! 























FORGING....A sales opportunity for you, 
major buying interest of the Metallurgical Engineer 


Here’s why you have to reach the Metallurgical 
Engineer to sell the Forging market. He is re- 
sponsible for the quality of the forged part and 
the efficiency of the operation. He specifies the 
metal to be forged—the design of forging or 
die—the machinery, presses, hammers, dies, 
etc. best fitted for the job. In light or heavy 
forging, he is the man who controls buying 
specifications. 


Every metal-producing and metal-working 


Hetals and Alloys 


Reinhold Publishing Corporation - 330 West 42nd Street - New York City 


plant has such men — although sometimes titled 
Works Manager— Forging Superintendent — 
Chief Engineer. They are key men in every order 
placed or filled. 

Over 10,000 Metallurgical Engineers read 
METALS AND ALLOYS —the highest vol- 
untary paid circulation among them. 40% gain 
in circulation and advertising volume in less 
than 3 years proves M & A’s editorial and 


advertising effectiveness. 





Ferrous and non-ferrous metal-pro- 
duction — Automotive — Aviation — 
Marine— Ordnance— Electrical— Rail- 
Hardware— Machinery — Structural — 
Process Industries Equipment. 


M & A means more Markets and Action in Industries and Operations such as these: 


Melting— Casting— Rolling— Drawing 
— Forging— Forming—Heat Treating 
— Machining — Welding — Finishing — 
Inspection — Engineering Design and 
Metal Selection. ~- 
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GENERAI ELECTRIC 


by its “BAL FUSE” in 


forward ad headlined, “This new Fuse 


a straight- 


for Potential Transformers protects in 
Well-displayed subheads 


support this 


} ways.” 
and illustration claim, 
and copy does the rest. Business-like 


and beneficial in its presentation. 


Cardox Corporation—Here’s an- 
other good piece of “Tell All” about 
this advertiser’s fire extinguishing sys- 
tem, “Let No Emergency Clash with 
the National Emergency.” Subheads 
are labeled simply, ““What Cardox Is” 
and “What Cardox Does.” 


tary, my dear Watson, but very ex- 


Elemen- 


cellent, too, 


Steel & Tubes Division, Republic 





Steel Corporation—About the same 
type of basic “Tell All” ad here— 
“It’s New—It’s News—Configured 
Tubing—What it is—and what it 


means to you.”” Copy is specific and 


tells a complete story. 


Electric 
think G-E ought to be our third win- 


General Com pany—We 
ner for the whole idea and follow- 
through on its helpful ‘Welderule.” 
Or, as this winner spread expresses it, 
“New WELDERULE gives you the 
answers on ELECTRODE SELEC- 
TION AND COSTS in a flash!” This 
handy, vest-pocket tool should certain- 
ly save a lot of people time, money, and 
material, as the subhead promises. Copy 
tells what it 1S, how it works, who 
needs it. There’s a nice, big picture 
of it in use, a price listing (25c), 
and a handy coupon. What 
friends, what more? Great going, 
H. O. Westendarp, application 
engineer, G. E. welding sales, 
who devised the Welderule, and 
Roy Jordan and R. LaFond, G-E 
industrial advertising section, 
who are responsible for the ad- 
vertisement. 


more, 


Atlas Lumnite Cement Company— 
Here’s a useful little ad—"20 Ways 
to Speed Blast Furnace Construction” 
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—which offers a bulletin that tells the 
Copy and diagram 
these 


Coupon makes it easy 


complete story. 
in the ad cover just one of 
twenty ways. 
to get the book to discover the other 
nineteen. 

Chicago Pneumatic Tool Company 


—Is constructive in its “case study” 


approach, “How ‘J&L’ is speeding 
MAINTENANCE AND CUTTING 
COSTS! with CP Impact 


Wrenches.” Case studies, properly ap- 
plied to today’s customer needs can 
be more valuable than ever. 

Jose ph Zz; 


Gets a glad 


Ryerson & Son, Inc.— 
from us for its 
very Night 
Loading Assures Quicker Deliveries.” 


hand 
newsworthy, “Ryerson 
Maybe that isn’t good news to lots of 
people! There are more good things 
to talk in advertising than you im- 
agine, granted they take some dig- 
ging out. 

Jenkins Bros.—Here’s an unusually 
helpful page, “Now—with only 4 
bodies you can assemble 26 different 
valves!” This is graphically illustrated 
with six pictures and captions, with 
additional explanatory text at the 
right. Does your product offer any 
such flexibilities that might aid users 
in saving time or money? 

A. P. Green Fire Brick Company— 
And here’s a first cousin to that ad, 
headed, “How to 
Refractory Shapes right in your own 
In fact, 


make your own 
plant—easily and quickly.” 
the more you get into this page, the 
more help you find. Says a subhead, 
“Avoid long delays and delivery prom- 
ises on factory-made special tile by 


using A. P. Green KAST-SET and 
Plastic Fire Brick.” Free booklet 
with further information follow a 


block of text immediately below, and 
the lower portion of the page is de- 
voted to copy telling what the sev- 
eral Green products are. “Quick De- 
livery” is announced in a special little 
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All in all, 
a mighty useful piece of advertising. 

Plymouth Cordage 
This is a very interesting situation 
where a rope manufacturer, to coép- 
erate with Uncle Sam on a shortage 
of Manila fiber in this country, has 
created an emergency product ade- 
quate for most rope users’ needs, and 
branded it “Plymouth 50-50 Rope.” 
This is constructively explained in a 
facsimile of one of Plymouth’s sales 
bulletins headed, “Emergency Re- 
quest.”” It makes good reading 
and good selling. 

Wilmington Fibre Specialty Com- 
pany—Renders customers and_pros- 


panel at the lower left. 


Com pany— 


pects a real service by devoting a 
good share of its page, “Replacement 
for Hard-to-Get Materials,” to the 
physical properties of its product. If 
your problem is concerned with ad- 
vertising a new or substitute mate- 
rial, this should give you a cue. Ought 
to be an obvious thing, but it sur- 
prisingly isn’t to many folks. 

Fiske Brothers Refining Company— 
Excellent “Tell All” copy in this page, 
“Lubriplate Lubricants Speed-Up De- 
fense Production.” Granted a rather 
commonplace headline for these times, 
but it is more than compensated for 
by the eight good case studies that 
make up the copy, under such heads 
as, “Ball Bearing Life 
1200%.” And the little box over 
Facts About 


shine, case 


Increased 
the sig helps, too, “7 
Lubriplate.” Rain or 
studies always make useful reading. 
Fireman Mfg. Company — 
Headline immediately tips you off that 
this is a brisk, businesslike advertise- 
ment. ‘6 ways Iron Fireman Stokers 
will help You to meet National De- 
fense Demands,” and there they are— 
1, 2, 3, 4, 5, 6—just like that. 
Rohm && Haas Com pany—Reports 
to its customers and prospects in 4 
page which intelligently starts, “Pro 
duction Prices and Prospects for Plex 
iglas and Crystalite.” Copy covers 
the defense situation, production, 
prices and prospects—just as the head 


lron 


line promised it would. 

Bakelite Corporation—Offers fin: 
educational help in its spread, “Th« 
Importance of Selecting the Right 
Plastic.” Again we go back to ou 
old slogan, “Follow the editors an 
you can’t go wrong.” This is ju 
as soundly presented as editorial ma 
terial. 

Parker-Kalon 


winner. 


Cor poration — Tin 


for another This outfit’ 
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28-hour days FOR SALE!” gets the 
hand from us for a spread that packs 


helpfulness, lots of copy, and with 
all that, considerable vitality. Cer- 
tainly it proves that to be helpful 
and specific does not necessarily mean 


one has to be dull. 


stopper, we find on the left-hand page 


For under that 
three eye-catching photos lined up 
alongside of three good captions, 
“Simplify ASSEMBLY”—"Save OP- 
ERATIONS” —“Cut out ‘SLOW- 
UPS.” Right-hand page is practically 
all copy, topped by a subhead, “Get 
with a PARKER-KALON 
ENGINEER to 


The copy 


toget her 
ASSEMBLY 


man-hours—speed work” 


gain 


is crammed with facts about product 


and service, and two ways to get 


Parker-Kalon’s help without obliga- 


tion. We're sold! Will the whole 
copy department of Horton- 
Noyes Company, Providence, 


which had a hand in this, please 
stand up and take a bow! 


General Electric Company — Two 


other G-E ads that should be men- 
tioned—one a “Tri-Clad Motor” 
spread, “See How You Save Time 


With the Tri-Clad Motor,” expertly 
demonstrated in six close-ups with 
short copy and captions—the other a 
color spread for G-E Timers, ““How 
Your Machines Can Give (1) More 
Skilled Man-Hours (2) Greater Ma- 
chine Output — with  easy-to-apply 
G-E 
plains why the product can perform 
right-hand page 
product selection chart. Coupon be- 


As they 


Timers.” Left-hand page ex- 


thus-wise, offers a 
low for further information. 
say in New England, just “everything 


in applepie order.” 


International Nickel Com pany—lts 
advertisement, “8 STRONG, RUST- 
LESS Metals each with a DIF- 
FERENT PLUS!” re-emphasizes the 
value of this kind of technical presen- 
tation with more than half of it ruled 
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Get together with a 
PARKER-KALON 


to gain man-hours 
— speed work 
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PARKER-KALON 
Laaliiy Cortiolled 
SELF-TAPPING SCREWS 





table on the 
prop- 
erties of these particular eight metals. 
You take bleed pages in color with 
dancing girls—we’'ll stick with this. 
Glass Works—Uses the 


same basic idea with a somewhat dif- 


form of a 


off in the 
characteristics and 


mechanical 


Corning 


ferent twist in a page, “Is this how 
you judge an insulator?” Immediately 
below that head is a simple check 
chart, giving the comparative values 
of six different insulator materials as 
Unbeat- 


able . . . you get it at a glance. . 


rated against six properties. 


and no superlatives to make you hold 
back. 

Fafnir Bearing Company—Provides 
its customers with a bearing-manual- 
in-advertising-space, so to speak, in its 
This 


series, and 


series on the care of bearings. 
Number 3 of that 
talks about “Mounting the Bearing.” 
Pen and ink sketches and 


plus color, keep the page lively—and 


ad 1s 
cartoons, 


short blocks of copy make it informa- 


tive and specific. This is an ideal way 


to advertise for today. 
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Odds and Ends 


Improved Risk Mutuals utilize the 
selectivity of business paper advertis 
ing when they address the headlines of 
a current ad, “To the Secretary of the 
Executive Who BUYS Fire Insurance. 
Hubbard and Company serve to re 
mind us that a good sales idea, “Han; 
the Load on Hubbard Hardware,” 
far better and more useful than suc! 
pseudo-patriotic appeals as “Forgins 
Ahead with 
Heart of American 
bellished with a fancy red, white, and 
blue shield. General Plate Division 
(of Metals & Controls Corporation 
shows us how a good sales idea, “Bridg¢ 


Electrical Power—the 


Industry,” em 


the Gap with General Plate Laminated 
Metals,” 
when simply illustrated to get across 
the point. Dean W. Davis & Co 
with their straightforward headline, 
“We Want Defense Work,” indicate 
one of the many other versatile uses of 
Manufacturing 


takes on added significancs 


advertising. Osborn 
Com pany does some nice writing under 


the stopping headline, “The brush that 
helped boost the bomber birth rate.” 

And Scott Paper Company adds its 
name to our list of winners for its 
page, “The Missing Man.” He’s sil 
houetted in white on this page in the 
foreground of a group of workers, and 
alongside of him a subhead states, “His 
illness costs your business a week’s 
payroll each year costs America 
the time to build 52 battleships.” Far 
from a new technique, this nonetheless 
serves to put life and significance into 
what might have been a rather dull 
and factual page. By doing that, 
Henry Patterson and David 
Kennedy, J. Walter Thompson 
Company, New York, maybe 
you've given some of us a tip that 
will help with our copy. 


Tell-All-Ad-of-the-Month 


Johnson & Bassett of Worcester, 
Mass., make a textile field product, a 
spindle known as the J & B Giant 
Package Mule. In a spread we studied 
in one of the textile papers, they 
packed more pertinent and useful data 
about that product than we've scen 
in a month of Sundays anywher 
about amy product. The various « 
tions to copy blocks and data tales 
will tip you off to how well this «< 
“tells all’—“Why 54,392 Spincces 
Have Been Sold”—‘Production 
Operator (In a Well Known Woo 1 
Mill)”"—“The Giant Package Mv © s 
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se the Mortar Method 


: / and get right down r fundamentals with 
ym who can originally specify your products! 


66Q" HRAPNEL,” long range “shells” and armor piercing 
“projectiles” have their place in advertising as well as 

in war. In times like these the mortar method is the one most 
apt to produce the results you want in the machinery design 


and manufacturing field. 


“Lofting” your sales message over barriers that often exclude 
salesmen and other types of advertising is possible when your 


advertising schedule includes MAcHINE DEsiIeén. 


MacuINnE DesiGn surmounts all barriers and goes directly to 
the Design Executive, Chief Engineer and Designer of ma- 
chinery . . . more than 38,000 of them in over 8000 plants, 


in fact. 


MacuineE DEsieén is one publication that opens the doors to 
most closely guarded design departments . . . it reaches into 
the very center of original specifying power of all kinds of 


machinery—“from wristwatches to locomotives.” 


May we show you How, and Wuy, and WHat MAcuINe 





DesiGN can do for you? It’s revealing! 


A Penton Publication 


110 E. 42nd Street Penton Building 520 N. Michigan Ave. 
NEW YORK CLEVELAND CHICAGO 
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6-Point Program” —and “20‘; to 40‘; 
More Efficient Than Old Models”— 
Number of 
Spindles (In a Well Known Woolen 
Mill) "°—"‘Mechanical Features.” Well, 


Far and away the 


Equal 


‘Production Per 


there you have it! 
best “Tell All” copy we have seen in 
months—and one of the best we have 
ever seen. We're proud to publish 
the name of its author here, 
George L. Metcalf, Providence 
agency head. 


So You've Got a Book! 


One of 
vertising can do today is to distribute 


the most useful jobs ad- 


specific and helpful technical literature 
to the people who can use it to advan- 
tage. Happily, we find more and 
more people doing this. For example, 
the Porter-Cable Machine Company 
offers a booklet on “Wet-Dry Belt 
Grinding”—and even go so far as to 
reproduce a typical page. American 
Brass, in a four-page insert, suggests, 
“If you are working Copper or Cop- 
per-Base Alloys—Give these booklets 
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a chance to help,” and goes on to offer 
no less than twelve different pieces of 
literature. An easy-to-check coupon 
on the back page helps friend reader 
get what he wants. Norton Company 
makes available, “What, Why and 
How—Essential Facts About Grind- 
ing.” If you buy, install, or use paper 
insulated cables, Simplex Wire & Ca- 
ble Company's offer of Data Sheet 
109 in its page advertisement will 
interest you. Linde Air Products Com- 
pany in its page, places what is practi- 
cally a library of oxy-acetylene process 
information at disposal. 
National Acme helps machine tool op- 
erators by offering the “National 
Acme Chaser Grinding Manual,” 
while The Wallace Barnes Company 
offers continuous help in spring de- 


customers’ 


sign and specification with its bi- 
monthly publication, “The Main- 
spring.” Many more people are doing 


this. If such literature 


available about your product or serv- 
ice, we can recommend nothing of 


you have 


more genuine value to the people on 
your customer list than offering it in 
your advertising. 


Boo-of-the-Month 


A community affair this month, to 
be shared by—Aetna Standard Engi- 
neering Company for its “tell noth- 
ing” page, “Painstaking Care”—T he 
Macallen Company for its foolishness, 
“Famous Two-Somes—Baked Beans 
and Bread”—American Blower for its 
hula dancer in “Turn on the Heat” 
—Ciba Com pany for its insipid “Lead- 
ership”—Monarch Lathes for its spin- 
ning globe and lion and _ boastful 
streamer, “Monarch Covers the Turn- 
ing Field” —Ohio Steel Foundry Com- 
pany for its outstanding “Speaking of 
Shapes” illustrated with bathing girls. 
Not even publishers are helped by 
carrying copy like this. 



















Boost-of-the-Month 


To a small advertiser, General Radio 
Company for its all-type page, “We're 
Up to Our Ears, Too.” Most of the 
copy, as you might expect, is a report 
to customers and prospects about Gen- 
eral Radio’s current situation in rela- 
tion to defense, but what we deliver 
this “Boost” for is the fifth paragraph 
which reads as follows: 

“We do hope, however, in future ad 
vertisements in this magazine to do a 
thing we have been wanting to do for a 


long time we propose to take you 
into General Radio's plant as far as Gov 


ernment regulations will allow .. . to 
describe a number of unique methods of 
design, manufacture and_ calibration 


which, we believe, contribute im no small 
measure to our long standing position in 
the instrumentation field. We shall try 
to make these advertisements of sufficient 
value to hold your interest. We will wel 
come your comments.” 


There you are. Nothing sensational 
about that, is there? 
helpful . . . certainly foresighted . 
certainly valuable to both seller and 
buyer for today and tomorrow. You 
well deserve this “Boost,” John 
M. Clayton, advertising manager, 
General Radio Company. 
And this is where we came in. 
THe Copy CHASERS. 


But certainly 





The Copy Chasers’ 
Principles 

@ THE COPY CHASERS base 

their criticism of industrial ad- 

vertising on the following basic 
principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make reading 
worth while. 

3, Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of | 
benefit to the purchaser—but 
nothing exaggerated, noth- | 
ing boastful, nothing the | 
salesman himself would be | 
ashamed to say. If necessary 
—good solid “reason-why.” 
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WERE ALL GONG 
Somewhero-NGEIHER 


Right now we all have a common purpose—Defense. 





We are all marching together. 


But wait until the emergency is over—and we break 


ranks. 


Then the scramble for sales will commence again. Then, 
too, results will come much easier to those who have 
kept themselves prominently in the minds of their old 
customers. 


AUTOMOTIVE INDUSTRIES goes on the first and fif- 
teenth of each month to your automotive peace time | 
(and Defense time) customers. Your messages will get 
through to them regularly, your identity will remain clear 


with them against the day when that identity will be 
worth a great deal of money to you. ' 


rw 


A CHILTON Publication 


Philedelphia, Pa 
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Here is a group of regional business consultants of the Department of Commerce just before 
they left Washington to take their posts in the regional offices of the Department where they 
will function as a liaison with business in helping management and marketing executives make 
the best use of varied and extensive services maintained by the government in their interest 


Regional Business Consultants at Posts 


@ FOLLOWING an intensive three- 
month training conference in Wash- 
ington, where they discussed policies 
ind plans with officials of a number of 
federal agencies whose operations are 
of direct interest to business men, the 
Department of Commerce’s new Reg- 
ional Business Consultants have left 
to take up their posts in the regional 
ofhces of the Department. 

The work of these business con- 
First, they 
will make available to business execu- 
trade 
officials all the information they have 
With sound 
business experience behind them, they 


sultants will be threefold. 


tives, editors, and association 


gained in Washington. 


will be able to work with business 
groups, possibly offering new solutions 
to old problems, threshing out new 
problems and suggesting solutions. It 
is expected that mutual confidence 
should be promptly established, since 
the regional business consultant has 
no authority other than is vested by 
his instructions to codperate where 
such codperation is solicited by indi- 
viduals or groups of individuals. 
Second, these regional business con- 
sultants will present to Washington 
the attitudes of business men who 
have to meet the payrolls of the coun- 
try. It is highly essential, if the De- 
partment of Commerce is to function 
wisely in behalf of business, that it 
know what the problems of business 


are. These 


not only the problems of business in 


consultants wili report 


each of the regions but also the pro- 


posed solutions to these problems 
offered by business men. 

Third, the regional business con- 
sultants will periodically report on 
business conditions in their regions and 
they will encourage the study of in- 
dustrial and commercial problems both 
by private enterprise and the univer- 
sity schools of business and depart- 
ments of economics throughout the 
country. These men know that 
sound facts are the best answer to 
economic blackouts and new facts are 
needed to meet current changes. 

The business consultants shown in 
the group above, and the location of 
the regional offices to which they have 
been assigned are: Sitting (left to 
right) Carl H. Henrikson, Jr., Phila- 
delphia; Under Secretary of Commerce 
Wayne C. Taylor; Secretary Jesse 
Jones; Carroll L. Wilson, Director, Bu- 
reau of Foreign and Domestic Com- 
merce; C. C. Fichtner, Chief, Division 
of Regional Economy; and Wilford L. 
White, Chief, Regional Research Unit. 
(left to right): Eldon C. 
Shoup, Boston; Robert H. Leding, 
New York; William A. Spurr, Cleve- 
land; W. Cornell Dechert, Richmond; 
Roscoe Arant, Atlanta; Wesson S. 
Hertrais, Chicago; Arnold L. Skin- 
ner, Minneapolis; Joseph H. Taggart, 
Kansas City, Missouri; Virgil D. 
Cover, Dallas; and Raymond Reeves, 


Standing 


San Francisco. 


Adds National Tool 


MacManus, John & Adams, Detroit, has 
been appointed to direct the advertising 
of National Tool Company, Detroit 





Books 


New editions of particular interest to 
advertising and marketing executives 











“Governmental Marketing Barriers” 


The Spring, 1941, issue of Law a 
Contemporary Problems, published by th: 
Duke University School of Law, contair 
a symposium of fifteen articles by author 
ties on the subject, “Governmental Ma: 
keting Barriers.” “It is the purpose of the 
present symposium issue,” says Professor 
Frank R. Strong in the foreword, “to pri 
sent an inclusive picture of the extent ar 
character of internal American barrie: 
walls as they have been erected throug 
legislation and administration, to probx 
something of the economic implications 
this relatively unnoticed development, a: 
to suggest the important bearing of th 
publicly created barrier on the immediat 
national defense effort and on the ultimat 
imponderables of political and democrati 
solidarity.” 

“In structural scheme the symposiun 
opens with two discussions, one genera 
the other specific, of interstate trade bar 
riers; follows with an analysis of the 
myriad types of non-geographical barrier 
today raised to the entry of persons and 
goods into the market; pursues successively 
an investigation into the more special re 
strictions on products and those on per 
sons; reunites the two streams of develop 
ment in papers on effectuation of market 
ing barriers by municipalities and by ad 
ministrative bodies; then considers the 
over-all meaning of the general judicia 
tolerance of public barrier activity regard 
less of its type and economic effect; and 
closes with two discussions which serve t 
emphasize the significance of governmental 
marketing barriers both to our efforts at 
defense against physical aggression fron 
without and to the maintenance of a politi 
cal and industrial democracy at home that 
will withstand the dry rot which in other 
places has so greatly facilitated foreign 
doctrinal penetration from within.” 

Published by the Duke University School 
of Law, Durham, N. C 
ber, $1 


' 


Price per nut 


"True Steel’ 


“True Steel” is the story of George 
Matthew Verity, chairman of the board o! 
directors, the American Rolling Mill Com 
pany, and his associates who, with him, 
are responsible for the phenomenal growth 
of Armco. It reveals the three-part policy 
which Armco pioneered: First, it consider 
all employes partners in a common enter! 
prise, and has led the industry in many 
employer-employe relationships; second, tt 
believes the company should be a vital 
and contributing factor in the community 
where it operates and where its employe 
live; third, it believes in technological re 
search 

One of the most spectacular o! 
achievements described was the perte: 
at enormous cost and after a seri 
heartbreaking failures, of the continuou 


wide-strip rolling mill, 2 process which the 
company licensed to the whole industry, 
and which completely revolutionized the 


manufacture of sheet steel 

The book is written by Christy ! 
and published by The Bobbs-Merrill (om 
pany, Indianapolis. Price, $3 
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| WHOS BOSS 
AROUND HERE/ 





HIS farcical fugitive from a glue factory poses a potent 
ral puzzler. For broad brimmed Stetsons and gay kerchiefs 
are no indication of who has won his spurs . . . and how. 


we Executives in business, too, may at first glance all look alike. | 
er But try putting them astride one of today’s bucking business | 
problems, and you'll quickly learn who’s the boss . . . and why. | 


Take the quarter-million executives who read NEWSWEEK 
for example. How do we—and you—know they’re the tops? 


85°, of them recently said that they directly participate in 
buying such items as machinery, equipment, trucks, tires and 
accessories, and other materials and equipment for business use. 


Find the holders of industry’s purse strings, and you’ve found 
icy the men who are handling the reins on America’s forward drive. 


This is just another of the many pieces of evidence we’ve 
corralled in recent months. . . all showing with indisputable 
tal logic how NEWSWEEK has become, ! 


THE NEWSWEEKLY THAT CHANGED EXECUTIVE READING HABITS 


f P. S. Newsweek consistently devotes more 


, space to national and world events than any 
he other weekly news magazine . . . another reason 
rv. why more of America’s top executives are turn- 

ing to Newsweek every week. 


ee arene 
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Appearing in dealer papers, this two-color spread presents a new type of reasoning with 
reference to the delivery situation, pointing out that everyone is trying to get more 
equipment than ever before which plus the preparedness program is creating an unprec- 
edented demand for immediate deliveries and all must help create a willingness to wait 
patiently and accept delivery when the equipment is available. It urges dealers to keep 
selling and advertising and to remember that “yesterday was a buyer's market and his- 
tory has an uncanny way of repeating itself.” Copy by W. J. Grover, merchandising director 


[CONTINUED FROM PaGe 44] 


NIAA Clinic Reports 


see that all details of situations are 


correct. Salesmen are quick to detect 
errors or inconsistencies and are usual- 
ly soured on films if even one error 
oceurs. 

Don’t “waste fragrance on desert 
air,” he continued, as even a five-star 
film is worthless unless shown to the 
right people. Methods must be devised 
to insure showings. 

To insure success of any production 
representatives must be sold first, he 
advised. Try to get salesmen to make 
it a habit to use films. Eradicate fear 
of using new sales technique. Empha- 
size idea of show manship. 

Representatives must understand 
the mechanics of 
This 


encourages use, 


projyee tion equip . 


ment. instills confidence and 
Equipment must be 
practical and maintained in good con 
dition; make periodic check-ups. 

Representatives must be educated in 
the strategy of arranging showings. A 
manual on strategy and mechanics is 
important and men should be per 
sonally instructed. 

A system must be maintained for 
keeping equipment in circulation. This 
is obviously important because there 


is considerable investment in each 
projection outfit when the total cost 


of production, films, recordings, etc., 


90 


is pro-rated against the projectors. In 
the speaker’s case the cost per outfit 
In addition to 
this, there is no way of calculating the 


is approximately $250. 


potential value of an outfit on the 
basis of the good it may do. Get film- 
showing reports and keep record of 
each outfit’s use. 

Personally owned projection outfits 
were advised. They should be offered 
on part cost basis, the company re- 
taining title, furnishing records, etc., 


and service. 


Successful Direct Mail Advertising 
During and After the War 


Chairman, Samuel E. Gold, Sales and Ad- 
vertising Manager, Lignum-Vitae Prod 
ucts Corporation and International Balsa 
Corporation, Jersey City, N. J 
The highlights of this clinic were 

as follows: 

The first thing that can be done 
by direct mail is to make every effort 
to pacify regular customers to whom 
the company is unable to supply their 
usual requirements, and at the same 
time keep their good will. 

There has been a definite trend to- 
ward informative booklets; manufac- 
turers are using direct mail to offer 
customers specific help on the latters’ 
own production problems, to advertise 
the availability of the company’s own 
research and technical men, to pass 
along ideas for speedups and short cuts, 
customers increase workers’ 


to help 





efficiency, to show them how to ge 
more out of present equipment, 
send samples of new material whic 
can be mailed conveniently, to te 
production men exactly what iten 
can be delivered quickly and to reta: 
their good will when delay is unavoi 
able. 

Other ways in which to use dire 
mail successfully during this period 
are: 

1. To sell products which the ma 
ufacturer can still supply, and inc 
dentally, to correct the misapprehen 
sion of buyers who simply assumed 
they were out of stock without inqui: 
ing. 

2. To 
with immediate sales potential for a 
manufacturer’s subsidiary lines. 


reach secondary § markets 


3. To introduce adequate substi- 
tute lines which serve the same pur- 
pose as items regularly carried, but 
now unavailable. 

The importance of the mailing lists 
or prospect lists as the keynote of suc- 
cessful direct mail merchandising is 
more important today than ever be- 
cause the turn-over in executive and 
technical personnel in the industrial 
field in the past eighteen months has 
been enormous. Plant expansion, of 
course, has been record-breaking. 

After the 
will have found they are able to do 
new things and they will probably 
stay in these foreign fields or branch 


war, many companies 


out into new angles using the new 
types of material and equipment with 
which they are now working. Thus, 
they are a new type of prospect for 
someone. 

Direct mail men will have to find 
out what new types of products are 
now being manufactured by compa- 
nies that may be their particular field 

. as well as the new companies that 
have come into the field. They will 
have to know what new equipment 
they may need, the substitute mate- 
rials they now use. It will be very 
important to have the proper names 
of the key men and there will be many 
new ones on that list. 

Regardless of how attractive, clever, 
expensive, or full of sales pun 
direct mail piece may be, if it does not 
reach the right prospect, the camp 'g9 
will be a guaranteed failure. | 
the difference between unsucce: ful 
and successful direct mail during ind 
after the war. 
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WHO YOU SELL 
DETERMINES WHAT YOU CAN BUY! 


S a manufacturer of industrial equipment or materials, the ability of your 
company to stay in business at a profit depends more and more acutely upon 
who you sell. 


Washington authorities are bearing down hard on allocation of materials you 
must have to survive. 


In this pinch it is time to make every effort to get business from concerns whose 
needs are sufficiently paramount in defense to enable them to help you effec- 
tively to get materials and equipment. 


MODERN INDUSTRY reaches 31,500 of the important manufacturing plants 
in the United States producing 89% of all U. S. manufacturing goods. 


Every issue of MODERN INDUSTRY goes to more than 50,000 management 
men who collectively control equipment and materials purchases for nine-tenths 
of all the manufacturing capacity in this country ... and who will control 
practically all buying of manufacturing equipment and materials for the enor- 
mous production expansion that is now planned, or that will be planned, for 
the defense of America and its Allies! The defense market is part of every 
industry. It includes makers of ships and shoe laces, turpentine and turbines, 
buttons and butane. By advertising in MODERN 
INDUSTRY, which covers all manufacturing industries, 
you encircle the defense market. 


GET THIS BOOK. Helpful, interesting, different. 
Tells how, why, MODERN INDUSTRY helps seller, 
buyer — reaches more plants, more certified buyers, 
more readers, gives more value, carries more prestige— 
does more for reader and advertiser. Copy free on request. 
Also ask for break-down of MODERN INDUSTRY’S 
circulation by types of plants (industries)—management 
functions of readers—and geographical distribution. 








MODERN INDUSTRY 


347 MADISON AVENUE, NEW YORK 


CLEVELAND CHICAGO 
Union Commerce Bldg. 20 N. Wacker Drive 
SAN FRANCISCO LOS ANGELES 

68 Post Street 1709 W. 8th Street 
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9 MONTHS OLD AND 
98 ADVERTISERS! 


In the September issue of Indus- 
trial Marketing we announced 
that MODERN INDUSTRY had 
signed up 70 advertisers. In Oc- 
tober 88 advertisers. Now it's 98 
advertisers—and here they are: 


i 


Acheson Colloids Corporation 

Alan Wood Steel Co. 

The Allen Mfg. Co. 

Aluminum Co. of America 

American Hotel Association 

American Optical Co. 

Anaconda Wire & Cable Co. 

The Baldwin Locomotive Works 

Benjamin Electric Mfg. Co. 

The Black & Decker Mfg. Co. 

Blaw-Knox Co. 

Bradley Washfountain Co. 

Brandt Automatic Cashier Co. 

Brown Instrument Co. 

Burgess Battery Co. 

The Burnside Co. 

A. M. Byers Company 

The Philip Carey Co. 

Catalin Corp. 

Chambersburg Engineering Co. 

Champion Lam orks 

Chicago Tool Engineering Co. 

Chicago Wheel & Mfg. Co. 

Clark Tructractor Div., Clark 
Equipment Co. 

J. M. Cleminshaw Co. 

Continental-Diamond Fibre Co. 

Henry Disston & Sons, Inc. 

Durez Plastics & Chemicals, Inc. 

Charles Elmes Engineering Works 

The Fate-Root-Heath Co. 

The Fostoria Pressed Steel Corp. 

Fruehauf Trailer Co. 

General Electric Co. 

L. H. Gilmer 

Graybar Electric Co., Inc. 

Guardian Electric Co. 

Gulf Oil Corp. 

Heppenstall Co. 

Homasote Co. 

Howell Electric Motors Co. 

Hyatt Bearings Div., GMSC 

Hygrade Sylvania Corp. 

Illinois Development Council 

The Kirk & Blum Mig. Co. 

Keasbey & Mattison Co. 

Koppers Co. 

The R. K. Leblond Machine Tool 


Lyon Metal Products, Inc. 
Marsh, Jas. P., Corp. 
McLaurin-Jones Co. 

Metallizing Co. of America 
Metallizing Engineering Co. 

The Miller Company 

ar -aetaameens Regulator 


Minnesota Mining & Mfg. Co. 

Modern Plastics 

Morton Salt Co. 

Muehlhausen Spring Corp. 

National Electric Products Co-p. 

North Bros. Mfg. Co. 

Norton Co. 

Oakite Products, Inc. 

Onox e 

Owens-Corning Fiberglas Corp. 

Package Machinery Co. 

Pangborn Corp. 

Albert Pick Co., Inc. 

The Wm. Powell Co. 

Protective Coatings, Inc. 

Railway Express Agency, Inc. 

Remington-Rand, Inc. 

John A. Roebling’s Sons Co. 

Ronald Press 

Rotary Lift Co. 

Sanderson & Porter 

Simonds Saw & Steel Co. 

Standard Pressed Steel Co. 

Steel Storage File Company 

Sterling, Inc. 

Stonhard Co. 

Sugar Beet Products Co. 

The Swartzbaugh Mfg. Co. 

Synthane Corporation 

Taylor Instrument Companies 

Technical Ply-Woods Co. 

Timken Roller Bearing Co. 

Tinnerman Products, Inc. 

Toledo Scale Co. 

Twin Disc Clutch Co. 

United Chromium, Inc. 

Vogel-Peterson Co., Inc. 

Warren Webster & Co. 

West Disinfecting Co. 

Westinghouse Electric & Mfg. Co. 

Percival White Engineering 
Works 

Wicaco Machine Corporation 

Willson Products. Inc. 

Yale & Towne Mfg. Co. 


nee eA 



























































A trio from New York at the Direct Mail Advertising Association convention in Montreal 
last month: E. L. Bacon, assistant advertising and sales promotion manager, Graybar Electric 
Company; R. L. Lloyd, Monel advertising manager, International Nickel Company, Inc.; and 
C. P. More of the International advertising department. Mr. Lloyd was speaker on the program 


[CONTINUED FROM Pace 34] 


Warner & Swasey 


vertising which, technically speaking, 
is purely of the institutional type. 

We realized some years ago that we 
must reach more than production men 
in our advertising. We must also 
reach presidents, treasurers and direc- 
tors—for they not only influence, but 
in many cases make the actual deci- 
sions with respect to purchases of 
machine tools. 

But these men are not technicians. 
They don’t think in terms of the 
umount of metal removed per hour. 
They think in terms of dollars earned 
on money invested. 

We therefore decided to talk turret 
lathes to these men in terms which 
they understood. We chose as our 
media for this purpose Business Week 
and Newsweek. 

Thus, back in 1939, one of our 
idvertisements was headed, “The Way 
to Buy Machines Is to Buy Production 
at a Profit.” 

This advertisement went on to say: 

“The sound way to buy machinery 
is to buy only on a proven basis of — 
how much money will it make for 
you?” 

But shortly, along came the Defense 
Program—and we had to change our 
tune. 

In midsummer of 1940 we an- 


nounced, 


92 





Every ounce of our energy is squarely 
behind this country’s re-armament pro 
gram. We are rushing three plant addi 
tions as our share in speeding up the tool- 
ing of aircraft plants, government arsenals, 
and other essential industries 


As time went on, the pressure for 
more machine tools mounted by leaps 
This, of 


simply a reflection of the urgent need 


and bounds. course, was 
of more and still more production in 
the shortest possible time. 

But so many people did not seem 
to be aware of the urgency of the 
situation. We in the machine tool in- 
dustry knew it because we were very 
close to it. Yet every day we met 
people to whom the war in Europe 
seemed something utterly remote from 
our own destinies. They did not seem 
to realize that we had an enormous 
and important job to do and that we 
must get that job under way in the 
greatest possible volume and with the 
greatest possible speed. 
~ We thought we could help make 
more people conscious of this picture. 
And we began to devote our Business 
Week and Newsweek space to this pur- 
pose. 

Thus, in September of 1940, we 
headed an advertisement, “Fifty Mil- 
lion Frenchmen Can Be Wrong—and 
Were.” 


pa rt: 


This advertisement said, in 


They thought they could eat their cake 
and have it too—they thought they could 
be safe from invasion and yet take life 


easy Workmen wanted short hours, 
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business wanted easy taxes, youth want: 
play 

Then the Germans came—came in tl 
planes and tanks, with the guns ar 
bombs that Frenchmen hadn't work: 
hard enough to produce And ni 
Frenchmen seem headed for serfdom 
toiling long hours at starvation wage 
because they forgot that the price of li 
erty is hard work 

America must not make that same tra; 
mistake 


In May, 1941, we published an ad 
vertisement headed, “Why Should God 
Bless America—If You Won’t?” In 
that advertisement we said, 


Without knowing it, countless Ame 
cans are serving the foreign enemies 
this country. Every time you or I rai 
a hand or speak a word to turn cla 
against class—every time we fan a hatred 
slow down production, waste a penny 
materials or time, every time we do ar 
of these we are firing a shot into th 
heart of America 
, One advertisement in 
which we published this year in Busi- 
ness Week and Newsweek hit directly 
at what, in our opinion, is the very 
nub of the production problem in the 
United States. Its title was ‘“Pre- 
paredness Starts with a State of Mind,” 
and this is what it said: 


particular 


Some people seem to think America’s 
desperate defense emergency can be solved 
by building new plants, making new tools 
Hundreds of new plants are going up, 
tool production has been trebled—but 
buildings and tools don’t make anything 

only men can do that 

If therz could be a 5 per cent increase 
in the productivity of the present machine 
tools in use it would provide immediately 
the equivalent capacity of all the machine 
tools produced in this country in 1939 

Right there is the answer as to whether 
or not America is going to.be armed in 
time. France was defeated in the ma 
chine shops of Germany. America will 
be made victorious or vanquished in the 
machine shops of this country. Every 
ounce and hour of work for preparedness 
today lessens the danger ‘of war tomorrow 

Surely American managers and work 
men are patriotic If you were on a 
battlefield you would fight for your cout 
try. Yet the work~you do now probably 
is more vital to your country than any 
battle could ever be, because it is work 
to prevent battles 

But time is short 


The significant fact is that this is 
the type of advertising which has 
sulted in the greatest response from 
unso- 


Te rrif yingly 


readers—all of this 
licited. 
We have received literally hund eds 


of letters of comment, many of them 


respon se 


asking for reprints or for permission 
to reprint. 

Now—why did we turn our inst 
tutional advertising in this particulat 
What return did we ex- 


pect to gain from this type of co») 


direction? 


: rae _ 1 
Frankly, our objectives migh ! 
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UGGESTION —to advertisers 
lanning their | > 
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WHEN YOU PLAN YOUR 
COPY PROGRAM FOR 
YOUR 1942 SCHEDULE IN 


j Textile World 


nose of your copy is 
_ whether the main purpose of your copy 
(a) Discuss product features;.Or 
(b) Introduce new products; 2 
(¢) Announce changes in your personnels OF 
. . . « or 
(d) Call attention to your engineering, technical 
laboratory services; of , 
) Tell the industry about 
cilities; Of 
( #) Describe installations of your 
: tile mills; or 


your warehousing fa- 


{e 


products in tex- 


. . . r 
(g) Make maintenance suggestions; © 


(h) Make a statement of your policy on shipments 


and deliveries . - - 


‘ ae 
or to put before the key men of the industry : 
item of news about your product or raged 3 hd 
suggested that you have in mind the four 


‘ are ie 
issues which Textile World will publish in 1942, 
described at the right. 





Textile World © 
icle of Cormeen >” the Textile Industry 


d Street 








New York, N.Y. 








FOUR FEATURE 
ISSUES FOR ’42 


Review and Forecast 
Number 


Once each year the editors give a 
factual resume of the year that has 
past and forecast probable devel- 
opments for the year ahead. This 
issue provides a welcome advertis- 
ing “tie-in” opportunity and for 
years has been regarded as a 
“must” on the advertising sched- 
ules of hundreds of manufacturers. 


April — “Knitting Arts 
Show’ Number 


In recognition of the Annual Knit- 
ting Arts Exhibition in Philadel- 
phia, this issue gives readers ad- 
vance details of, and a guide to, 
exhibits. Extra copies are distrib- 
uted at the Show providing an 
extra advertising value at no extra 
cost. An opportunity to use “In- 
vitation” or “Installation” copy. 


September — Annual 
Rayon Yearbook Number 


The decline of silk has widened 
interest in rayon; hence the 1942 
Rayon Number will hit a new 
high in reader-interest. The rayon 
“cue” is naturally suggested for 
advertising copy. 


November—Annual Mill 
“Check-Up”’ Number 


The November Mill “Check-Up” 
Number has taken on increased 
importance over the years until 
it ranks as another advertising 
“must” on many, many schedules. 
It offers an ideal opportunity to 
show mill men how your products 
or services fit into any require- 
ments which a “check-up” of indi- 
vidual mill practices may disclose. 


» February — Annual 
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stated as a combination of patriotism 
and self-interest. 

Whether we ever got a single dol- 
lar’s worth of business as a result of 
these advertisements, we believe most 
sincerely that the story of the desper- 
production 


ate need for increased 


should and must be told. And if we 
can contribute in any way to a public 
awareness of the emergency which 
our country faces today, it is certainly 
our duty to do it. 

Now let us turn to the angle of 
self-interest—which after all is the 
normal motivation behind all adver- 
tising. 

It is our belief that a company is 
known not only for the product it 
makes, but for the beliefs which it 
holds and for its understanding of 
broad problems affecting not only the 
affairs of its customers but the affairs 
of the country as a whole. 

Insofar as our company can demon- 
strate to business executives and to 
the public that it is vitally concerned 
with the production emergency, that 
it knows the nature of the difficulties 
involved, and that it is interested in 
aiding a solution of these difficulties, 
we believe that our company is going 
to be remembered and held in some 
prestige and esteem after the emer- 
gency is over. 

We have been manufacturing and 
selling turret lathes for the last sixty- 
one years, and it is our intention to 
keep on manufacturing and _ selling 
turret lathes for the next sixty-one 
years. We are building a backlog of 
executive and public opinion with a 
view toward that objective. 

Now — in conclusion — when your 
plant can’t meet present demands or 
when it is sold out, that is not the 


That is the 


time to really get advertising under 


time to stop advertising. 


way. 

Remember, you are not sold out ex- 
cept for the present—a few months— 
perhaps a year. 

Remember, advertising is a means 
of contact between human beings, and 
all business has to be done by contact 
between human beings. 

There are only two ways of mak- 
ing this contact. One is by the 
spoken word—the other is by the 
printed word. 

When you are too busy to use the 
spoken word, it is all the more impor- 
tant that you use the printed word. 

When you simply cannot make the 


rounds of all of your customers and 
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Two industrial advertising men in a pensive 
mood at the Direct Mail Advertising Asso- 
ciation convention in Montreal last month: 
K. E. Kellenberger, advertising manager, 
Union Switch & Signal Company, Swissvale, 
Pa., and his assistant, A. B. Ledwith, Jr. Mr. 
Kellenberger is president of the International 
Affiliation of Sales and Advertising Clubs 


prospects because every man you have 
is needed for production and servic- 
ing, don’t let those customers and 
prospects go week after week and 
month after month without any word 
from you whatever. 

If you can’t see them in person, 
make your contact with them through 
advertising, either direct mail or mag- 
azine, or both. 

Don’t let go of your friends, your 
customers and your prospects. The 
silent treatment is very bad for busi- 
If you can’t talk 
person, talk to them 


ness relationships. 
to them in 
through the printed page. 

For once again, remember—all busi- 
ness is done through human contacts, 
and once these contacts are lost, it is 
very hard indeed to get them back. 


[CONTINUED FROM PaGE 19] 


Million-Dollar Contract 


is part of a 400,000,000-unit order 
awarded to prime contractors. 

In addition to this job, another 
sub-contract has been received for 
work totaling $23,000 as well as a 
third order of about $1,000. Other 
contracts are in prospect. 

An interesting sidelight on the ac- 
knowledgment received from the com- 
pany awarding the big incendiary 
bomb contract was this remark by 
the latter’s sales manager: 

“There is just one thought that we 


would like to leave with you and that 


is that we hope when you settle dow 
to normal business we may have tl 
pleasure of quoting you on any mate 
rials that you have in our line. 

“We realize more than ever whe 
this emergency program is over w 
are going to need all the friends » 
can make and feel that now is tl 
time to make them.” 

An advertising executiv« 
wrote Mr. Nack: 

“I want to tell you that it do 
my heart good to see a smaller manu 
facturer with gumption enough to go 
out after sub-contracts on your own 
hook, instead of being content to sit 
around and ‘view the situation with 


agency 


alarm. 

The advertising manager of a com- 
pany that does not handle defense 
contracts offered similarly 
praise, declaring: 

“Your trying to get this type of 
business by a mail campaign is cer- 
tainly an original idea, and shows lots 
of initiative. The letter itself is 
‘tops.’ I hope you get a lot of or- 
ders from it; in fact, I am sure it 
will do the trick. It cannot fail to 
develop the vital leads you want.” 

Still another acknowledgment from 
an advertising agency promised that 
the letter would be brought to the 
attention of clients. Several leads were 
also suggested as companies needing 
sub-contracting help. 


glowing 





NBP Annual Meeting 
In New York Nov. 7 


The annual meeting of the National 
Business Papers Association will be held 
in New York, Nov. 7, at the Commodore 
Hotel. There will be an open forum for 
the interchange of publishing problems, 
as affected by the war economy, as well 
as reports of officers and election of mem 
bers of the executive committee. 

The meeting was arranged for the same 
day as the annual meeting of the Con 
trolled Circulation Audit, Inc., for the « 
venience of publishers 


Dun's Review Names 
New District Managers 
Russell B. Smith, formerly advertising 


manager, American Business, has been 
pointed western advertising manager 
Dun’s Review with offices in Chic 
Lawrence Mitchell has been made N 
England representative, with offices in ! 
ton; and R. J. Birch & Company, P: 

Coast representatives, with offices in 

Francisco and Los Angeles 


Fruehauf Advances Struble 


A. L. Struble, formerly general 
manager, has been promoted to vice’} 
dent in charge of operations, Frue 
Trailer Company, Detroit. 
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fees EXPORT 


Your 1942 schedule should give especial 
attention to foreign trade as a “hedge” 
against the possible abrupt ending of the 
defense program. 














Meanwhile the war itself has increased 
still more the trend of recent years towards 
industrialization abroad, as shown in the 
chart below. 


IMPORTANT ANNOUNCEMENT 


Beginning with our 64th Annual Review 
Issue (Closing for press November 25) in- 
dustrial advertisers will receive the bene- 
fit of greatly increased circulation among 
industrial business-consumers. 


5,000 extra copies of our Industrial Supple- 
ment (Seccion Tecnica in Spanish), which is 
an integral part of each issue of AMERICAN 
EXPORTER, will be run off. These will be 
mailed to 5,000 overseas manufacturing 
plants and other industrial consumers ad- 
ditional to those who receive the entire 
magazine. 


m 


at 
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Oldest and Largest American Export Journal 
al Published Monthly in English and Spanish HOW WORLD INDUSTRY HAS FORGED 
re AHEAD OF WORLD TRADE 
os Reaches, in addition to import- —— 


"3 ers and dealers in machinery, - 
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mill and factory supplies: 


FACTORIES 
TEXTILE MILLS 
BREWERIES 
BOTTLING PLANTS 
SUGAR MILLS ‘ | | } L{928=100 | 
MINES 

MACHINE SHOPS 
FOUNDRIES - 
PUBLIC UTILITIES 
RAILROADS Further details on request 
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Keeney Elected ABC 
Business Paper Director 
Frank P. Keeney, president, Keeney 
Publishing Company, Chicago, was 
elected a director of the Audit Bu- 
reau of Circulations at its annual 
meeting held in Chicago last month. 


Aldrich, 
The National Provisioner, 


Mr. Keeney succeeds Paul I. 
president, 
Chicago, who retired because of ill 


health. All 


ABC were re-elected. 


other directors of the 


Mr. Keeney has been an active fig- 


ure in the business paper field for 


many years, having entered the indus- 
try in 1899 when he became asso- 
ciated with Domestic Engineering, of 
which he was made general manager 
in 1912. In the early ’20’s he be- 
came president of Domestic Engineer- 
which in succeeding 
years Publica- 
tions, Inc., with the addition of other 


ing Company, 
& 
became Engineering 


pa pe rs. 


In 1933, Mr. Keeney formed the 
Keeney Publishing Company to pub- 
lish Heating, Piping and Air Condi- 
Artisan, of 


tioning and American 








Read Our 
“Tell-All’’ Copy 
....» Then You 
Make the Decision 
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FRANK P. KEENEY 


which he is the president and publisher. 

Other directors re-elected who are 
identified with the industrial adver- 
tising field are: P. L. Thomson, West- 
ern Electric Company; Eben Griffiths, 
Socony-Vacuum Oil Company; H. H. 
Kynett, Aitkin-Kynett Company; and 
B. C. Duffy, Batten, Barton, Durstine 
& Osborn. The Bureau membership 
now includes 272 business papers. 

During the convention, the busi 
ness paper division of the Bureau heard 
James O. Peck, assistant to the presi- 
dent, McGraw-Hill Publishing Com- 
pany, New York, assert that paid cir- 
culation media should not knock free 
circulation, should sell readership 
rather than numbers, and should em- 
phasize the values which each publi- 
cation possesses. 

Resolutions adopted by the business 
paper division included a recommen- 
dation that the ABC permit occupa- 
tional analyses of unpaid circulation 
and that the rules on term subscrip- 
tions in bulk and bulk single copy 
sales be changed to classify this cir 
culation as paid in excess of the per 
centages now permitted. These reso 
lutions were submitted by M. J. Baker, 
Michigan Roads and Construction, 
and John C. Leissler, Southwest In 
surer, respectively. 

Johns-Manville Names O'Brien 
and Baldwin Vice-Presidents 

John A. O'Brien and Leslie A. Baldw 
have been elected vice-presidents, Jo! 
Manville Sales Corporation, New Y 
Mr. O'Brien, who joined Johns-Man 
in 1915, will continue as general 
manager of the power products and in 
trial department. Mr. Baldwin, with 
company since 1920, will manage sale 
industrial products to the chemical 


paint industries, automobile manufactur 
and the non-ferrous metals industry 
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IC DATA CATALOG 
39 Lam Vom Buren Sree Chicago 
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In selling to the ceramic DON’T FORGET THE 
ies, | ) he facts. 
mness mene ave (£6 ° OLD STANDBY MARKETS 


CERAMIC INDUSTRY is the only 
publication with A.B.C. audited circulation 
serving any division of the ceramic field. 
CERAMIC INDUSTRY covers the 
GLASS, PORCELAIN ENAMEL and 
POTTERY INDUSTRIES, and has long 
been recognized by advertisers as the 
must in ceramic advertising schedules. It 


is first in technical presentations . . . first 
in news ... and first in marketing in- 
formation. 


BRICK & CLAY RECORD has been 
for the past half century the clearing 
house for ideas relating to clay products 
and refractories. From every angle it is 
truly an industry paper. Manufacturers 
readily recognize it as the authoritative 
voice of the industry and follow its leader- 
ship with respect to merchandising and 
manufacturing problems, almost without 
question. This acceptance, bred by 50 
years of leadership, which has seen BRICK 
& CLAY RECORD move from generation 
to generation, always maintaining its singu- 
lar position of the industry’s authority, is 
responsible for a similar acceptance of its 
advertising—establishing an effectiveness 
that assures profitable entree into a buying 
industry. 


CERAMIC DATA CATALOG is an 
annual buyers’ directory and reference 
handbook, reaching the most complete list 
of executives in the industry in the United 
States, Canada, South America and non- 
combatant foreign countries. A catalog in 
it completely blankets the industries served 
by CERAMIC INDUSTRY and BRICK 
& CLAY RECORD. 


The two pages to the left present the 
“TELL-ALL” story of the above publica- 
tions, prepared for you. Copies will be 
sent you on request. 


Publisher and Marketer 
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DUSTRIAL PUBLICATIONS, INC., 59 E. Van Buren St., CHICAGO 


Publishers of: BRICK & CLAY RECORD 


BUILDING SUPPLY NEWS 

BUILDING SUPPLY NEWS DEALERS’ CATALOG 
CERAMIC DATA CATALOG 

CERAMIC INDUSTRY 

PRACTICAL BUILDER 
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Vinson Bill Would Ban 
Advertising in Defense Costs 


@ CONSIDERABLE alarm was ex- 
pressed by industrial advertisers Jast 
month over a bill (H.R. 5781) pre- 
pared by Representative Carl Vinson 
of Georgia to set a seven per cent 
limit on profits accruing from defense 
contracts. Among ten items listed 
which cannot be included as necessary 
“advertising and publicity 


Rep. Vinson is chairman 


costs are 
expenses.” 
of the House naval affairs committee 





which has investigated a number of 
cases of allegedly exhorbitant profits 
on defense business. 

The bill defines “defense contract” 
in the broadest possible terms. Practi- 
cally the only exemption is for orders 
amounting to less than $10,000. In 
addition to contracts to which the 
government itself is a party, sub-con- 
tracts and all other work linked into 
defense are included. 

Hearings on the bill are expected to 
start early in December. The ways 


r 
Ex aviation industry is making news 


in double-quick time these days 
that very 


to keep up on the news. 


AVIATION 


ports the news while it’s still news! 


Edited twice a month in Washington by 
the largest staff in this line, AMERICAN 
AVIATION is eagerly awaited, thoroughly 
and just the place to put the news 
of your product if you want it read eagerly 
The news-magazine 
that tells aviation officials what they want 


read 


and thoroughly, too. 


and for 
reason it’s essential for every 
individual vitally concerned with aviation 
No wonder avia- 
tion executives depend upon AMERICAN 


the news-magazine that re- 


Billions of dollars’ worth of 
materials are being bought now 
by the aviation industry—but 
the buying’s being done by a 
very few individuals. Sales suc- 
cess in this market doesn’t de- 
pend on a lot of people know- 
ing your story, but the few who 
are important should know it 
AMERICAN AVI 


edited for executives 


very well! 
{TION 

is the right medium to reach 
the right men at the right time. 


to know will also tell them the news you 


want them to know 
vertising. 


{merican Aviation 


{ssociates 
industry with two other publications. 


through your ad- 


rounds out its service to the 


“American Aviation 


Daily” is an informed, up-to-the-minute daily news-letter from 
Washington on every phase of aviation. The “American Avia- 
tion Directory,” appearing semi-annually, is recognized as the 
most complete directory of the industry. 
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This British advertiser feels that his prod- 
uct is so well known by its design that he 
doesn't need to sign his ad, according to its 
caption. The page appeared in “The Aero- 
plane”, British magazine serving aviation 


and means committee rejected a simi- 
lar proposal in a tax bill last year, de- 
ciding against discriminatory 
and favoring the treatment of all cor- 


levies 


porations on the same basis through 
income and excess profit taxes. 


In addition to advertising and pub- 
licity, nine expenses which the Georgia 
congressman would rule out in deter- 
mining the cost of performance of a 
defense contract are: entertainment; 
dues and memberships other than of 
regular trade associations; donations 
other than those specifically allowed 
by the Internal Revenue Code; losses 
from the sale or exchange of capital 
assets; federal and state imcome and 
excess-profits taxes and surtaxes; in- 
terest paid which is offset by interest 
received; legal and other expenses in- 
curred in the prosecution of claims 
against the government; bad debts; 
and expenses of collection and ex- 
change. 

The National Industrial Advertisers 
Association will join with other ad- 
vertising and marketing organizations 
in opposing the bill. 

Phillips Named Managing 

° Ad iA] 
Editor of “Newsweek 

Joseph B. Phillips, who has been 
Newsweek four years as chief of the ! 
eign Affairs Department, has been — 
pointed managing editor, succeeding 
Smith, now editor of Marshall Field's n«™ 
@hicago morning newspaper 

Mr. Phillips was chief of the New 
Herald Tribune Moscow Bureau b 


joining Newsweek, and his total Euro; 
experience exceeds ten years 
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Accept ANCE of a manufacturer’s 
products does not just happen—any more than the 
chute on the aviator’s back “just happens” to open, 
or be there. It is the result of careful promotional 
planning—foresight. Preparation has been made to | 
safeguard profits, under all conditions that may be 
foreseen. Thus, tomorrow’s markets are protected 
by today’s advertising. 


ciples on which Evans Associates has grown to a 
position among the leaders in its field. Every facility 
of this complete organization for advertising, sales 
promotion, marketing and management is employed 
to render “all out” co-operation with clients as they 


ms plan their progress in these rapidly changing times. 


| 
Looking before leaping is one of the cardinal prin- | 
| 
| 





| 

x Up-to-the-minute information on market trends | 
and conditions, plus sixteen years of success in 
technical advertising, well qualifies this organization 
to serve manufacturers. If you feel your advertising 
may not be fully underwriting your business devel- 
“ae opment both during “the emergency” and after, 
We 3 “ae Alpes write us. There is no obligation in a mutual discusion. 

| 

| 

| 

| 





an Send for a copy of “Advertising Today”— a 


summary of current thinking on advertising’s 








a cacmemene | MaNAGEMENT new importance in the defense economy. 
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Industrial 
expositions 








Nov l 3 National Sc hool Cafeteria As 
sociation, San Antonio University of 
Mississippi, University, Miss 


Nov. 4-7. Federation of Mutual Fire In 
surance Companies, Biltmore Hotel, Los 
Angeles. 919 N. Michigan Ave., Chi 
cago 

Nov. 10-14. National Hotel Exposition, 
Grand Central Palace, New York 221 
W 57th St . New Y ork 


Nov. 10-14. American Bottlers of Carbo- 
nated Beverages, Benjamin Franklin and 
Bellevue-Stratford Hotels, Philadelphia 
224 Southern Bldg., Washington, D. C 


Nov. 11 National Association of Ice Re- 
frigerator Manufacturers, Toronto. 719 


15th St.. N.W., Washington, D. C 


Nov 11-14 National Association of Ice 
Industries, Royal York Hotel, Toronto 
1022 Investment Bldg., Washington, 
D.C 

Nov. 30-Dec. §. National Association of 
Amusement Parks, Pools & Beaches, 
Chicago. 201 No. Wells Bldg., Chicago 


Dec. 1-6. 18th Exposition of Chemical 
Industries, Grand Central Palace, New 
York. Charles F. Roth, Grand Central 
Palace, New York 


ADVERTISING NOW ORIN 42 
theres Good Business ahead 
for you in the PAPER INDUSTRY 


4 


*: USE THESE 2 SPECIALIZED 
~ MEDIUMS WITH HIGHEST MILL 


The very buying sources you wish to reach are covered by THE PAPER INDUSTRY 
AND PAPER WORLD monthly educational news magazine. It reaches top ranking 
officials progressively downward to department executives and skilled workers . . . 
the highest mill circulation of any paper published in this field. THE PAPER AND 
PULP CATALOGUE is distributed to key executives in every operating mill in the 
United States and Canada. Together, you have a perfect combination for adver- 


tising results. Our representative will 


gladly submit all facts and figures. 


FRITZ PUBLICATIONS, INC. 


99 EAST VAN BUREN STREET, CHICAGO, ILL. 


Dec 3-5. New England Ice Associatio 
Somerset Hotel, Boston. 477 Commo 
wealth Ave., Boston. 

*Dec. 6-13. National Motor Truck Shov 
Philadelphia. 420 Lexington Ave., Ni 
York. 

Dec. 8-10. Southwestern Ice Manufact: 
ers Association, Adolphus Hotel, Dal] 
202 Cotton Exchange Bldg., Dallas 


1942 


Jan. 7-8. Associated General Contract: 
of America, Central Branch, Fi 
Des Moines Hotel, Des Moines 
Old Colony Bldg , Des Moines 

Jan. 12-16. Society of Automotive En 
neers, Detroit. 29 West 39th St., Nx 
York. 

Jan. 20-22 Northwestern Lumberm« 
Association, Municipal Auditorium, Mi: 
neapolis. 710 Foshay Tower, Minnea; 
olis. 

Jan. 20-22. Western Retail Implement & 
Hardware Association, Kansas City, M 
322 Scarritt Bldg., Kansas City 

Jan. 26-29. American Society of Heating 
& Ventilating Engineers, Philadelphia 
51 Madison Ave., New York. 

Feb. 2-4. National Crushed Stone Asso 
ciation, Netherlands-Plaza Hotel, Cir 
cinnati. 1735 14th St., N.W., Was! 
ington, D. C 

Feb. 16-19. National Paper Trade Asso- 
ciation of the U. S., Waldorf Astoria 
Hotel, New York 220 E. 42nd St., 
New York. 

Feb. 16-19. Technical Association of the 
Pulp and Paper Industry, Commodore 
Hotel, New York. 122 42nd St., 
New York. 

Feb. 23-28 Automotive Service Indus 
tries Show, Atlantic City, N. J. 110 
Merchandise Mart, Chicago. 

Feb. 23-28. Motor and Equipment Whole- 
salers Association, Atlantic City. 1125 
Columbia St., San Diego, Calif. 

Feb. 24-27. 39th Annual Western Trac 
tor & Power Farm Equipment Show, 
Wichita, Kansas. Fred G. Wieland, 
Wichita. 

Apr. 14-17. Packaging Exposition and 
Conference, Hotei Astor, New York. 
American Management Association, 330 
W. 42nd St., New York. 

Apr. 22-24. Petroleum Industry Electri- 
cal Association, Washington-Youree 
Hotel, Shreveport P.O. Box 2412, 
Houston. 

May 12-13. Illinois Telephone Associa- 
tion, Pere Marquette Hotel, Peoria, Ill 
516 E. Monroe St., Springfield, III 

May 25-28. National Association of Pur- 
chasing Agents, Waldorf Astoria Hotel, 
New York. 11 Park Place, New York 

June 3-5. Rocky Mountain Coal Mining 
Institute, Utah Hotel, Salt Lake City 
808 Equitable Bldg., Denver. 

June 16-18. American Pulp and Paper 
Mill Superintendents Association, Pant- 
lind Hotel, Grand Rapids, Mich. 54 N 
Main St., Miamisburg, O. 

June 21-25. American Water Works 
sociation, Stevens Hotel, Chicago 
E. 40th St., New York. 

*Sept. Roadmasters and Maintenanc 
Way Association of America, St 
Hotel, Chicago. 332 Dearborn St: 
Chicago. 


*Tentative. 





Rockwood Names Prendergast 


Rockwood Sprinkler Company, 
cester, Mass., has named Thoma 
Prendergast, previously on adver! 
staffs of Boston newspapers, assista! 
vertising manager. 
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AND InDUSTRY!! 


Look at all the information in just one section—the Building Indus- 
(2) Circulation figures and ad- 


try! (1) 10 pages of market data. 
vertising rates for 14 architectural publications in the United States 


and | in Canada, 38 building construction papers in U. S. and 6 in 
(3) 9 pages 


Canada, and 4 building material publications in U. S. 
of reference type advertising for the publications best serving the 


building field. 
When you’re looking for market information about the industries 


you serve and the publications covering these industries look FIRST 


in the MARKET DATA BOOK. 
Because—here in one volume is complete market and media infor- 
mation about all the different industrial and trade divisions which 
must be considered in sales and advertising programs—nearly 400 
pages in all, advertising rates and circulation figures for more than 


1600 business and industrial publications in the U. S. and over 150 
This is the kind of information manufacturers and 


in Canada. 
agencies in every section of the country have been using for the 
The 1942 MARKET DATA BOOK will save time 


past 20 years. 
for you and increase the effectiveness of your advertising and mar- 


keting plans. 


vtom, ose. " 
( Me Ing. * ++. a 
Aviation“? Tire 2a “Totes Glasg te) 4 
an " Rudber} ee Bre ang c 
lay 
Bakin, 8 ri 
Banking ti : eng 
: . The MARKET DATA 
BOOK is eusy to use. A 
index 


aa” Shove 
Tages (go Toile 
; comprehensive 
breaks the 69 different 


industries into 239 addi- 
tional classifications. 
Turn to the section you 
want and you'll find all 
the information you 
need for planning an 
effective sales and ad- 
vert'sing program. 


MARKET DATA BOOK 


CHICAGO, ILLINOIS 





OHIO STREET 














[CONTINUED FROM PaGE 26] 


Legal Phases of Selling 


the government, prohibiting him from 
going through with his private con- 
tracts relieves the industrial marketer 
of his legal obligations to the custom- 
ers concerned. Technically, he is ex- 
cused because of “legal impossibility” 
—meaning that the government’s ac- 
tion has made his performance legally 
impossible. 

One type of contract that is quite 


Always 


A 600 0D 





desirable under normal conditions but 
fraught with legal and practical “head- 
aches” today is that whereby the in- 
dustrial marketer gets a large order 
with a series of partial deliveries sched- 
uled at weekly or monthly intervals, 
for example, over a period of time. A 
contract for 10,000 items to be de- 
livered 1,000 a month for ten succes- 
sive months, for instance. 

Such a may be legally 
“‘non-severable,” that is, a unit con- 


contract 


tract for 10,000 items instead of ten 


separate transactions of 1,000 items 





MARKET 


Ilinois-Indiana-Ohio—rich in industries, highways 
and other public works projects—annually account 
for a high proportion of the construction equipment 


or materials you have to sell. 


In this always-good market there is one always-sure 


way to reach the men who are your customers and 


prospects. That way 


through the pages of 


Construction Digest whose 8,100 readers control the 
buying decisions in Illinois-Indiana-Ohio. 


CONSTRUCTION DIGEST 


Indianapolis, Indiana 


215 E. New York Street 








ILLINOIS 











INDIANA 
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Josep T. Ryerson & Son. imc | 
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The President of Joseph T. Ryerson & Son, 
Inc., uses this page to summarize the steel 
supply situation and make four suggestions 
to users on how to order for quickest delivery 


each. Under the “‘non-severable” con- 
tract a failure of one weekly or month- 
ly delivery might operate in law as a 
“default” of the contract as a whole, 
with resultant losses and liabilities on 
the unfortunate industrial marketer. 
One easy protection is to provide that 
such a contract shall be “severable,” 
namely, that a failure of one weekly 
or monthly delivery shall not be con- 
strued as a “default” of the whole 
contract. 

Perhaps the most urgent worry of 
many industrial marketers is that part 
of their production will be turned 
over to defense work, making it im- 
possible to fill all the civilian orders 
already contracted for. If one cus- 
tomer gets full delivery and another 
gets none, naturally there will be bad 
feeling, if nothing worse. Techni- 
cally, there could be something worse, 
for in such circumstances each cus- 
tomer is entitled to what is sometimes 
called a “ratable apportionment” of 
his order. Thus, if production for 
civilian use is cut to forty per cent of 
capacity, each civilian customer 
would be entitled, equitably, to de- 
livery of forty per cent of his order. 

Shifts of production as the national 


defense program progresses wil! in- 
evitably cause problems and difficw ties 
of one kind or another. Meanwhile, 
the industrial marketer who wats 
the legal angles in his advertising 10d 


selling dealings, will find that the (2w 
will provide him with an adequate “¢- 
fense against the strange phenom 10" 
of too many customers. 
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« « WHO was it advertised a cleaner with the theme of "Spotless Town?" 


- « WHO was it supplied the bulk of the motor truck axles before World War one? 


- « WHO was it paid £10,000 for an illustration of a youngster reaching from a tub for a 


cake of soap? 


~ «© WHO was it advertised a breakfast food with "Sunny Jim"? 


- « WHO were all the long list of other companies that did an advertising job—rose to a 
high place in their industry—stopped their advertising and then faded from all 


but the memory of man? 


No company that has discontinued advertising permanently 
has been able to hold a position of leadership in its industry. 


EVER in the history of your company 
has your advertising had such a big job 


to do! 


On today’s advertising has fallen the en- 
tire responsibility for the future—the re- 
sponsibility of holding present markets (to 
which many probably can’t deliver) and 
(with those firms building for the future) 
the establishing of acceptance in new markets 
perhaps never before cultivated. 


Yesterday’s advertising is recognized as 
not being adequate to the job. The problem 
calls for the broad viewpoint of those in 
touch with, and handling, many advertising 
problems—outside help for your advertising 
' wnager—outside help with an understand- 

: of industrial problems. 


RUSSELL T. 


This is a job for a competent industrial 
advertising agency! 


Industrial sales and advertising problems 
are our daily existence and have been for 
over 20 years. Made up of engineers and 
technically trained men, Russell T. Gray, 
Inc., is in a position to step in to the adver- 
tising problems of the manufacturer selling 
to industry with the minimum amount of 
waste in educational effort on his part. 


We are a complete organization with 
proved ability in helping to put aggressive 
industrial companies on the map. 


Our little booklet describing our service 
is yours for the asking. Put your industrial 
advertising problems in the hands of indus- 
trial people. 


GRAY, INC. 


Industrial Advertising 





~ 205 W. Wacker Drive 
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Gafford Joins New 
Chicago Newspaper 


Jack Gafford, Western advertising man 
ager, INDUSTRIAL MARKETING, has been 
appointed national advertising manager of 
the new morning newspaper to be pub 
lished in Chicago by Marshall Field III, 


starting late this month 


Jenkins Valve Account 
Goes to Horton-Noyes 


Jenkins Bros., New York, manufactur- 
ers of valves, have placed their advertising 
account with Horton-Noyes Company, 
Providence 


Schwarze Electric to Whipple & Black 


Whipple & Black Advertising Company, 
Detroit, has been named by Schwarze 
Electric Company, Adrian, Méich., to 
handle its advertising 


Form National Council 
of Industrial Editors 


Garth Bentley, president, Industrial Edi- 
tors Association of Chicago, and afhliated 
with the Seng Company, has been elected 
president of a newly organized National 
Council of Industrial Editors Associations 
Clement E. Trout, Oklahoma A. & M. 
College, Stillwater, was elected recording 
secretary; Howard Marple, Monsanto 
Chemical Company, St. Louis, treasurer; 
and Robert Newcomb, editor, Stet, New 
York, coérdinator 


Clark Joins OPM 


Harry K. Clark, vice-president and gen- 
eral manager, Norton Company, Worces- 
ter, Mass., has been added to the staff of 
the Office of Production Management as a 
dollar-a-year man in connection with the 
Defense Supplies Rating Plan 


THIRTY EXECUTIVES REPLIED TO 
FIRE EXTINGUISHER advertisement 


We 

Y ALTER KIDDE & CO., New York, manufacturers 
of Lux fire extinguishing apparatus, ran a two-column advertisement in 
the March 1941 Dun’s Review. Within 60 days, 30 replies were received. 
Investigation and analysis reveal that the type and size of concerns, and the 
titles of officers replying, were as follows: 


Repuies BY TYPE AND S1zE oF CONCERNS 


RATED OVER $20,000 TO UNDER $20,00 
$125,000 $125,000 NOT RATED TOTALS 
Manutacturers 8 4 I 13 
Wholesalers 4 3 4 II 
Financial (banking, 
insurance, etc.) 2 
Others I 3 4 
Totals 13 7 10 30 
Repuies By TiITLeEs AND Typre oF CoNCERNS 
nant WHOLE- FINANCIAL (BANKIN 
paewuenns cannns 4 ptewnawecs, anc.) rusas yoTaLs 
Chairmen of the Board I I 
Presidents 3 2 5 
Owners, Partners I I 2 
Vice-Presidents I I 
Treasurers 2 
Secretaries I I I I 4 
General Managers I I 
Purchasing Agents 2 > 
Others 4 5 3 12 
Totals 13 11 2 4 30 


One inquiry could not be traced. Five were from companies that do not 
appear on Dun’s Review subscription lists. Ten were from subscribing 
companies but were not signed by the listed officers. Fifteen were from 
companies and officers as they appear on our stencils. Twenty states are 
represented in the replies. (Figures made available through the courtesy of 
C. E. Gischel, advertising manager, Walter Kidde & Co., and Cuyler 
Stevens, advertising agent, T. ]. Maloney, Inc.) 

This experience provides additional evidence that presidents and chief 
executives do respond to advertising. Send for breakdown of other results, 
and: “Industrial Markets and Executive Buying Influence.” Dun’s Review, 


2900 Broadway, New York, N. Y. 
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Tuttle Heads New 
Business Editors Club 


Kenneth R. Tuttle, editor, “The Stank 
World,” house organ of The Stanl 
Works, New Bri- 
tain, Conn., was 
elected president of 
the Business Editors 
Club at its organi- 
zation meeting, Oct. 
20, in Farmington, 
Conn. R.H. Hickey, 
United Aircraft, was 
elected secretary, 
and D. N. Kraft, 
International Silver 
Company, chairman 
of membership. In- 
formal monthly 
meetings will be 
held, the second of 
which will be in Farmington, Nov 

L. L. Brastow, Trumbell Electric Com 
pany, Plainville, Conn., and John Long 
necker, Hartford Fire Insurance Company 
who hold honors for being editors of two 
of the oldest company magazines in the 
country, were among the many industrial, 
utility, and insurance companies repre 
sented at the first meeting 





K. R. TUTTLE 


Prepares for Peace 


A new department, designed to develop 
processes and products for marketing 
after the present emergency ends, has been 
set up by Allegheny Ludlum Steel Cor 
poration in its Pittsburgh office, and is 
headed by W. E. Griffiths. 


Pilliod Names Swink 


The Pilliod Cabinet Company, Swanton, 
O., wood packaging specialists, has ap- 
pointed Howard Swink Advertising Agency 
to direct its advertising 


L. L. Biche Dies 


L. L. Biche, 53, manager of power 
transformer sales, General Electric Com 
pany, Pittsfield, Mass., died Oct. 24 of a 
heart attack. 


PRODUCTION, PRICES AND PROSPECTS 
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Unique is this defensetime ad announcing 
lower prices for Plexiglas and that although 
large first grade sheets are going for ¢c- 
fense in military aircraft, civilian req. re 
ments for smaller sizes might be filled. ‘he 
situation on Crystalite also is clearly ‘o'd 
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Harold H. Rosenberg, president of Industrial 
Publications, Inc., and publisher of Building 
Supply News, Brick & Clay Record, Ceramic 
Industry, Practical Builder and several out- 
standing industrial reference books, is fa- 
mous as a publisher who believes in promo- 
tion. He is one of those unusual publishers 
who are as firmly convinced that 





t It Brings Success 
ications, Inc. 


publication promotion and selling,” says this 
aggressive and successful industrial publisher, 
‘because we know from experience that when 
our salesmen call on their customers and 
prospects, much of the introductory work has 
already been done. Thus the task of explain- 
ing markets and media values is made much 
simpler, saving the time of both 





advertising can help them as that 
itean help manufacturers selling 
to the industries they serve. 


Hence it is not remarkable that sary celebration of 


Mr. Rosenberg was represented 
with advertising in the very first 


issue of INDUSTRIAL MARKET- 





No. 14 in a series of 
advertisements 
on the 25th anniver- 


Industrial Marketing 


in March, 1941. 


the buyer and the seller. 


based 


The business of Industrial Publi- 
cations, Inc., has expanded greatly 
during the twenty-five years that 
this company has been using 


INDUSTRIAL MARKETING. Its 


promotional efforts have expand- 








ING published away back in 1916. 

What is more important and interesting is 
that he is using more space in the magazine 
now than at any other time in his and our 
publishing history. 


He has kept everlastingly at it, and he is con- 
vinced that the program has worked! 


ee y : . . * ° 
We believe in advertising as part of business 


ed accordingly. Thus today the 
name and fame of its publications are being 
carried to the industrial advertising world 
each month through the accepted voice of 
industrial advertising and marketing, a serv- 
ice which is of value not only to the publisher, 
but to the many advertisers and agency execu- 
tives interested in the great markets which 
his publications have served so long and 


so well. 














[CONTINUED FROM PaGE 16] 


Battle of the Census 


duced a single witness aside from de- 
partmental officials, who favored the 
change, except one. That exception, 
he said, was Raymond Prescott, re 
search director of Sales Management, 
“and I don’t hesitate to assert that he 
was a straw man set up by the Bureau 


Mr. Mur- 


phy explained that Mr. Prescott does 


of the Census,” he charged. 


not deal with the marketing of indus 


trial goods, but rather with consumer 








goods, and for that reason he was not a 
competent witness to state whether a 
five-year Census of Manufactures 
would be better than a biennial count; 
furthermore, that the readership and 
Mr. Prescott is associated and those of 
INDUSTRIAL MARKETING are far from 
being the same, as he had testified be- 
fore the committee. Mr. Murphy 
related that Ray Bill, publisher of Sales 
Management, had told Ralph O. Mc- 
Graw, editor of INpUsTRIAL MARKET- 
ING, in Washington the previous week, 


that he approved the viewpoint of the 





2016 Eleventh Avenue 





/ 
os: gdvertire Now 


Business paper advertising proves its value 
during times like the present when new buyers 
spring up faster than they can be covered 


by any sales force. 


Excavating Engineer will carry your message 
to these new as well as the old buyers in the 
excavating industry 
economically. No other business paper can 
give you the same direct coverage of this 
horizontal grouping of contractor-quarry- 
mine pit operators. Reach this rich market 
through the one paper published exclusively 


for the excavating industry. 


Ask to see a report or NIAA publisher's statement. 


EXCAVATING ENGINEER 


for reaching the water well drilling industry use “The Driller” 


efficiently and 


South Milwaukee, Wis. 
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NIAA with reference to the provisio 
of §.1627 regarding the biennial Ce 
sus of Manutactures. With referen 
to Mr. Prescott’s testimony, Mr. B 
has since stated that it was “ma 
purely by himself (Mr. Prescott) 
an individual and not in behalf of o 
magazine.” 

The NIAA president cautioned 
congressmen not to confuse the p: 
posed sampling allowed in the new b 
with consumer or Gallup polls. O 
deals with public opinion, the ot! 
with factual data, he explained, an 
the technique could not be used 
discover the location of plants which 
done by the census. “It has been 
gued before you,” he reminded the 
legislators, “that we will receive sup 
plementary data that will take the 
place of the Census of Manufactures 
It de 


pends on the Bureau’s opinion as to 


There is no guarantee of this. 


whether it serves a public need. We 
think the 
a public 


Census of Manufactures 


serves need, and we're a 
good slice of the public—but the Bu- 
reau doesn’t think so. Therefore, how 
can we rely on the Bureau’s judgment 
to get what we know we need?” he 
challenged. 

Mr. Murphy read 


written to Mr. McGraw by Ross M. 


from a letter 


Cunningham, assistant professor of 


marketing, Massachusetts Institute of 
Marketing, in which he stated that 
to change the Census of Manufactur 
es to a five-year basis would defeat its 
usefulness and asked that it be contin- 


ued on a biennial basis. 


He also read from a copy of a let- 
ter to Representative Robert A. Grant, 
a member of the House census com- 
mittee, from Phil T. Sprague, presi- 
dent, The Hays Corporation, Michigan 
City, Ind., as follows: 


Inasmuch as the biennial Census 
Manufacturers has been one of the most 
useful things coming out of Washingtor 
we strongly protest as a user of the 1 
formation supplied by this census to hav 
ing the census put on a five-year basis, 
contemplated by the provision in S. 162’, 
H.R. $232 and H.R. 5139. 


The biennial basis is none too freq 
in normal times and now that we ar 
the most chaotic state that we have 
been in as far as planning for distrib 
and sales is concerned, the usefulne 
the census report would be absol 
destroyed if it were placed on a five 
basis. 


We have heard much about the « 
distribution. The biennial census 
tended to lower this cost because < 
definite information it provides and 
mitting the manufacturer to concer 
his efforts where the potentials ar 












Ow 
nt 


he 
ter 

of 

of 
hat 
ur 
in- 
nt, 


m- 


yan 





ngest. Otherwise, all is pretty much 

sswork and a lot of waste is bound to 

in. It must be apparent even to those 
are not familiar with the intricacies 
marketing that with every possible aid 
marketing of all kinds of products 
lowing the cessation of war hysteria, 
ng and distribution will be the most 
cult it has ever been and without such 

js as that provided by the biennial 
sus the task will be all but hopeless 
Theretore, we strongly urge that you use 

r influence to retain the census upon 

biennial basis 

Speaking to the congressmen as rep- 
resentatives of the Government, Mr. 
Murphy concluded: 

“You are expecting a lot from in- 
dustry. 

“Smokestacks—not cannon, will win 
this war. 

“Men without materials are poor 
defenders! Industry in many cases is 
turning wholly to defense. After de- 
fense they must struggle to resume nor- 
mal business. Give them the tools for 
planning for postwar days. The cor- 
ner grocery is going to be doing busi- 
ness in the same old stand. Many an 
industrial will not, unless you give him 
every aid. 

“No organization in the country so 
closely represents industrial marketing 
as the National Industrial Advertisers 
Association. As you expect codpera- 
tion, so we expect the sympathetic 
consideration of Government.” 

In his testimony before the com- 
mittee during the preceding week, 
Roland G. E. Ullman, who has broad, 
practical experience in market research, 
also asserted that the number and lo- 
cation of manufacturing plants, as 
provided by the biennial Census of 
Manufactures, must be known if mar- 
keting procedures are to be effective 
ind economical. With conditions 
changing so rapidly in this defense 
economy, he said, making basic sta- 

cal data available less frequently 

would be detrimental not only to 

ifacturers themselves, but to all 
ness, 

nswering Mr. Capt’s charge that 

ifacturers were getting a dispro- 

onate share of service from the 

tu of the Census, Mr. Ullman 

1 census statistics to show that 

is the 186,000 manufacturers in- 

1 in the Census of Manufactures 

15,000,000 people, the estab- 
nts covered by the Census of 
ss employ only 6,500,000, ex- 
- of employers. He declared that 
facturing establishments are key 

in the business world and their 


welfare directly affects all the others 
down the line. 


Mr. Garretson substantiated what 
his colleagues had said and added the 
point that while small manufacturers, 
which are in the great majority, are 
likely to be efficient producers, their 
marketing efficiency is not so high and 
they need the manufacturing census 
as a tool to help increase their effec- 
tiveness and economy. 

Officials of the Bureau of Mines 
of the Department of the Interior 
turned out in full force to oppose 


that portion of the bill which em- 
powers the census bureau to take 
a census of minerals every five years 
instead of every ten. They asked that 
all mining surveys be the sole province 
of the Bureau of Mines and proposed 
an amendment which specifically bars 
the census bureau from taking min- 
eral surveys. 

Trade association men in the mining 
field endorsed the stand taken by gov- 
ernment mining men. They said the 
Bureau of Mines needs the statistics it 


collects for its own use and that pas- 


Important Aunouncement 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 
is pleased to announce that INGENIERIA 
INTERNACIONAL will be published as two 
separate monthly magazines in Spanish 


commencing with the January, 1942, 


issues. 


The titles will be 


Ingenieria Internacional — CONSTRUCTION Edition 
and 
Ingenieria Internacional — INDUSTRIAL Edition 


The vital importance of closer inter-American relations, 


and the tremendous increase in the Latin American mar- 


ket have furnished the inspiration to the publishers to en- 


large their service to the readers in Latin America and to 
industry in the United States. 


Business Publishers International Corporation 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Company, Inc.) 
330 WEST 42nd STREET * NEW YORK CITY 
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sage of the bill in its present form Monk Increases Staff W. R. C. Smith, Southern 


would mean a duplication of effort by The following men have been added Business Publisher, Dies 
a oe icenneee to the staff of Howard H. Monk & As- ‘ — 
e census bureau sociates, Rockford, Ill.: Thomas P. Wright, W. R C. Smith, founder and he 
After the surprising announcement formerly with the Merchandise Mart, Chi W. R. C. Smith Publishing Compa 
Atlanta, died Oct. 7 


cago; Albert E. Peters, copy director, for- brief ill 
merly with Roth, Schenker & Bernhard, — a — : ness, 
held Nov. 6, little can be predicted Chicago; and George L. DeVille, art staff, at the age of sixty: 


formerly free lance artist and designer, nine. Mr. Smith be- 
gan his publishing 


that another open hearing would be 


as to the probable outcome of the 





, Chicago 
legislation. However, if the commit- career wi re 
Graw Publishing 
tee acts on the basis of the expressio . J 

pressions Van Auken-Raglund Adds Elgutter Company, New 

they have received from members of itn netiniiaid ak a York, as advertising 
, . an /A\uKen agiund, snicago, asa P > _ - te sh t- 

tne | » “reste »re representative shor 
he NIAA and others interested, there ed to its copy staff Maurice Elgutter, for ly after graduation 
is much confidence that the status of the last nine years engaged in agency from Michigan State 
the biennial Census of Manufactures ine gay - = —— College. In 1899 he 
: actory accounts an air conditioning made his entry as a 
will not be disturbed. aneciactunane publisher as part 


owner of Engineer W. R. C. SMITH 

Cleveland. In 1905, 

Mr. Smith went to Atlanta and bought 
two publications, Southern Engineer and 
Practical Machinist, and founded the put 


| lishing company that bore his name. In 
/ —— the ensuing thirty-five years he boug t, 

ay - founded, or consolidated fourteen publi 

cations into the five business papers now 


published by the company, Cotton, Ele 





“in constant use throughout the year” trical South, Southern Automotive Journal 
” . = i Southern Hardware, and Southern Pou 
have always found it accurate and right up-to-date and Industry. 
He was a distinguished citizen of A: 


se . . 
our publicati i indi . 
y o bt “a. on ts very useful and practically indis- lanta and a past president of the Atlanta 
Pe Chamber of Commerce, in which positior 


he engineered a promotional drive which 
brought scores of new industries to the 
“very helpful and dependable and we find it a con- ~ Mr. - onger —— ~ — Loan 
“7 rives in the sixt edera eserve dis 
stant source of assistance trict in 1918, and was governor of the 
eighth district of Rotary International. He 
was made a life member of the Atlanta 


“kept within reach constantly” 


“of tremendous benefit to our office” 


“the most important book in our records” Retail Merchants Association for distir 
oe ; ‘ . omen guished civic service. II] health had forced 

to me it is truly a Purchasing Agents Bible his retirement from civic affairs in recent 
“7 years 


it is the most used book in my office” 
FTC Names Six Traffic Signal 


There is a sound and logical reason for the widespread acceptance 





of MacRAE’S BLUE BOOK. Purchasing agents, specifying officers, Manufacturers in Complaint 

plant engineers know that they can turn with assurance to a copy of The Federal Trade Commission 

MacRAE'S BLUE BOOK and find the sources of supply for the exact named six corporations manufacturing tral 
d h d. Th fic signals and equipment in a complaint 

product they need. en occurs the critical moment when your charging them with entering into a com 

message should be before them. bination and conspiracy to restrain and 





suppress competition in the manufacture 
Are you taking advantage of the matchless circulation and wide- and sale of their products. The os 

: : , porations, Crouse-Hinds Company, Syra 
spread acceptance of MacRAE’S leadership? Write—right now— cuse, N. Y.: General Electric Company, 
for rates Schenectady; Eagle Signal Corporation, 
Moline, Ill.; Signal Service Corporation, 
Elizabeth, N. J.; Automatic Signal Corpo 
ration, East Norwalk, Conn.; and Horm 
Signal Mfg. Corporation, New York, were 
charged with agreeing on prices, and dealer 
discounts, collaborating on price lists ar 
catalogs, and requiring their respective 


YOU'LL FIND distributors to bid and adhere to the put 


USE lished delivered prices agreed upon 


MacRAE'S 






IT PAYS! 


Package Machinery Increases 
Advertising, Though Oversold 


Package Machinery Company, Spring 
field, Mass., will increase its 1942 er 
tising appropriation by fifty per cent. ¢¢ 
spite the fact that in many cas e 
company is oversold. George A. M 
man, vice-president, explains, “Fut: 
ders will go to those companies that havé 
worked during the war to keep their «us 
tomers and their dealers sold.” H 








18 E. HURON ST.—CHICAGO clared that company salesmen w be 
, ' ate maintained and instructed to work er 
Offices in Principal Cities. than before at ceiling the company 








rather than the product 
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Photo-Engravers Protest 
Encroachment on Advertising 


nterference by governmental agencies 
th the freedom of American business 
idvertise its goods and services fairly 

honestly was denounced in _ resolu- 

s adopted at the 45th Annual Conven- 
t of the American Photo-Engravers As- 

iation held at Chicago last month. 

It was asserted that certain agencies 
and officials of the government have ex- 
ressed increasing antagonism to advertis- 

in its various forms, “evidently 
prompted by their desire not alone to con- 
trol, regulate, and prohibit advertising as 
such, but through that medium as well to 
control and regulate the freedom of the 
press.” In supporting the resolution, 
Louis Flader, Chicago, declared that ma- 
terials for pictorial illustration are a nec 
essary part of the facilities of the press 
to maintain its freedom, and any restric 
ns in the flow of materials to make 
photo-engravings interferes with the opera 
tions of a free press 

One resolution read: “Resolved that the 
interests of national defense are best served 
both directly and indirectly by maintaining 

full and free flow of these materials 
ind chemicals to the photo-engraving in 


V 


dustry 

Another resolution read That we the 
members of the American Photo-Engravers 
Association denounce the efforts of all 
se in governmental positions who seek 
nterfere with the treedom of American 
isiness to advertise fairly and honestly 
their goods and services, and who by their 
terference seek to fetter and control the 
free press of our country.” 

Copies of the resolutions will be sent to 
members of the Congress 


n 


York Ice Combines Advertising, 
Promotion Departments 


Che advertising department of York Ice 

Machinery Corporation, formerly located 

New York, has been combined with the 

s promotion department located at fac 

headquarters in York, Pa., and will 

charge of Anker Winther, assistant 
general sales manager 





Rosenmiller 


‘inther Wood 


. 


k Chalmers, who formerly handled 
sing exclusively, has been trans 
to New York in an advertising and 
romotion capacity, while J. L. Rosen- 
ales promotion manager, will head 
accessory equipment and mainte 
lepartment, organized in line with 
rent defense trend to “repair rather 
place” industrial equipment 
C. Wood, with York since 1928, 
appointed manager of the air 
ning department 


Da: »g Valve Appoints 


vold-Eshleman Company, Cleveland, 

named to direct the advertising 

Darling Valve & Mfg. Company, 
\ sport, Pa. 


Kudner Adds Sylvania 


Arthur Kudner, Inc., has been ap- 
pointed to direct the entire advertising 
account of Hygrade-Sylvania Corporation, 
manufacturer of radio tubes, lamps, and 
fixtures, effective Dec. 1 


Richter Joins "Welding Engineer’ 


Frank Richter has been named advertis- 
ing manager, The Welding Engineer, Chi- 
cago. He was formerly with Rock Prod- 


ucts 


Frank Best Adds Industrial Timer 


Frank Best & Co., New York, has been 
appointed to direct the advertising of The 
Industrial Timer Corporation 


AN ACTIVE FIELD 


Malone and lkert Merge 


James V. Malone Organization and 
B. M. Ikert Engineering Service, Chicago 
advertising agencies, have merged their 
organizations. Both company names will 
be retained. 


Sibley Machine Appoints CJ&T 


Carter, Jones & Taylor, South Bend, 
Ind., has been appointed advertising coun 
sel to Sibley Machine and Foundry Cor- 
poration, South Bend, Ind. 


Behel and Waldie Add Partner 


Behel and Waldie, Chicago, have 
changed their firm name to Behel and 
Waldie and Briggs, as George L. Briggs 
became a partner. 


SERVED BY AN ACTIVE PUBLICATION 


There’s plenty of activity in the Metal Cleaning and 
Finishing Field. PRODUCTS FINISHING thoroughly 
covers the potential buying influences with over 16,000 
circulation every month. Write for full information today. 
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Mr. E. A. Phoenix of Johns-Man- 
ville, says: 
“The Civil Engineer is a vital factor in 
the specification and purchase of water 
and sewer lines. Since we believe that 
these men read CIVIL ENGINEERING 
we use its pages to carry our story on 
Transite Pipe directly to them.” 
Whether they are designers, build- 
ers, or maintenance’ engineers, 
Civil Engineers control the buying 
of all products in all branches of 
construction. 


If you sell in these markets, then 
let the Civil Engineer read your 
message in the pages of his own 
publication. 






The 7¢ 
civiL 
ENGINEER 








33 West 39th Street @ New York, N. Y. 


SEE MARKET DATA BOOK «+ PAGE 166 


114 








ADVERTISING VOLUME FOR OCTOBER ISSUES OF 


INDUSTRIAL, TRADE, AND CLASS PAPERS 


otherwise 


Unless 


noted, 
“tandard 


October 
Pages 
Industrial Group 1941 1940 
Pe ee 8. e446 4000 6« "272 125 
Air Conditioning & Re 
frigeration News (w) 


(1 |! 2x16) » 
American Builder & Build 

ing Age ae 103 
American Machinist (bi-w)F§ 499 
Architectural Forum .... 22 
Architectural Record 
Automotive Industries (bi-w) $208 


DE sanwads ened 144 
Bakers’ Helper (¢.0.w.).. 113 
Brick & Clay Record.... 24 
Bus Transportation ...... 73 
Ceramic Industry ...... 40) 
Chemical & Metallurgical 

Engineering .......... 177 
Civil Engineering ....... 25 
Se Oe ncn ena ee ee 14 
Construction Digest (bi-w) +61 
Construction Methods (8% 

0) ey eee ee 79 
ee 149 
Diesel Power & Diesel 

Transportation si ici 51 
Diesel Progress (8! 2x! l ). 4] 
Electric Light & Power... 55 
Electrical Contracting .... 95 
Electrical South ...... 20 
Electrical West ..... .o% 45 
Electrical World | 2 ore 20) 
Engineering & Mining Jour 

BAP AES eee eer 50 
Engineering News-Record 

EWP sheen vedoetncons $$242 
Factory Management ©& 

Maintenance 196 
Food Industries 64 
Foundry ...... 115 
iit crs ea oe ae sea $53 
Gas Age (bi-w) ........ $90 
Heating, Piping & Air Cor 

Ce kamen 7” 69 
Heating & Ventilating.... 23 
Hitchcock’s Machine Tool 

Blue Book (4! 2x6! apo 239 
Industrial & Engineering 

Chemistry (3 editions). 148 
Industrial Power ( 41/7x63% ) 98 
te Fee CUR ewes cccees 632 
Laundry Age ... 59 
Machine Design 142 
Machinery pede aia 256 
Manufacturers Record ... 43 
Marine Engineering & Shi 

ping Review ........ 117 
Mechanical Engineering $2 
Metal Finishing $60 
Metal Progress ... 184 
Metals and Alloys 154 
Mill & Factory 179 
Mill Supplies ..... wie 113 
Modern Machine Shop 

(44x64) ....... 241 
National Petroleum News 

eee 85 
National Provisioner (w). |§142 
Oil & Gas Journal (w) 

iY) Freee ee 
S| 0. err , 147 
The Paper Industry and 

Paper World seeucees 65 
The Paper Mill (w)..... $95 
Paper Trade Journal (w).*/ {120 
ON 8 SS Serer 73 
Petroleum Engineer $118 
kot Pree *44 

NOTE- T i - 


T30 


83 
$4383 
102 
62 
$184 
87 
127 
19 
69 
$68 


148 
21 
148 


Ler 


i) 


67 


130 


48 
15 
57 
90) 
42 
4| 
154 


83 
$241 


165 
96 
$50 
$100 


134 


499 

53 
113 
205 


4] 


8] 
19 
$46 
154 
1 26 
158 
84 


193 


$102 
96 


$§*277 
156 


69 
$94 
Tl 20 
$95 


SU) 
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publications 
7Xx10-ineh 


oted 


are monthlies and 


type page 





Power 
Power Plant Engineering.. 
Practical Builder (10x15) 
Printing 
Product Engineering... .. 
Products Finishing (4x 
6) 
Purchasing 
Railway Age (w)....... 
Railway Purchases & Stores 
Refiner & Natural 
line Manufacturer 
Roads & Streets......... 
Southern Power & Industry 
Steel (w) 
Telephone Engineer 
Telephony (w) 
Textile World 
The Tool Engineer 
Water Works & Sewerage 
Water Works Engineering 
(bi-w) 
Welding Engineer 
Western Construction News 
Wood Worker 
Wood-Working Machinery 
(4! 9x6! 2) 


Gaso 


Total 
Trade Group 


American Artisan 
American Druggist 
American Exporter 
Boot & Shoe Recorder (w) 
Building Supply News.... 
Commercial Car Journal.. 
Domestic Engineering .... 
Electrical Merchandising 

(9x12) 
Farm Implement 

(bi-w) 
Hardware Age (bi-w).... 
Jewelers’ Circular 

Keystone 
Mida’s Criterion 
Motor 
Motor Age 
Plumbing & Heating Jour 


News 


Southern Automotive Jour 

GEESE ay oe 
Southern Hardware 
Sporting Goods Dealer... 


Total 


Class Group 
Advertising 
(1034x135) 
American Funeral Director 

American Restaurant 
Hospital Management 
Hotel Management 
Industrial Marketing 
Modern Hospital 
Nation's Schools 
Oral Hygiene 
ED ih nite eee hin'e 6 
Restaurant Management... 


Trathe World (w) 


Age 


Total 


§Includes special issue 
fed advertising Last 
Five issues +Three issues 


r reproduced 


issue 


have 






Pagés 
1941 194 
185 I‘ 
97 


12 


129 
51 
107 
164 

53 


109 

48 

120 6Y 
§330 §2 
$51 $39 
$115 N 
123 
104 60 
39 +& 


54 5 
$46 $35 
65 63 
44 43 


65 66 
81 *¢ 
104 140 
125 15 
34 
97 x7 
74 65 
33 ¢ 
73 7 
175 8 
93 x4 
3 4 
$182 $188 
74 5 
26 } 
45 +4 
60 
50 45 
$53 66 
447 } 
56 
57 7 
79 
38 y 
48 6 
78 5 
110 
i108 
$110 
95 
841 


Includes 


esti! 


without perr 
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How to get this 
guaranteed 10°. saving 
in your LUBRICATION COSTS 


ee heyeteme Leobrivent made «pecially fer every piece of equipment end 
aprranmg condition om your plant 


hicvtone Lubricant is guaranteed to save ot beast KOR on your present 


etme conte 

1% ba we cotmate Wanulerturcrs report op to JOON greece 

= weing Keystone Cutting Othe, for imaance... and of saving 80% 
" . 


heptane products Us the same story Dow) deter trying Reyetone Labrwremts SPECIALIZED 
sate ~~ LUBRICANTS 


=zem KEYSTONE 


“\ Keystone 
SPECIALIZED LUBRICANTS 
KEYSTONE LUBRICATING COMPARTY 
ie Cencield © Lippi Bee Phsiadeiptun Pa 
Moser: of Specsaheed Labricents Suace 





SD Lele jon teat menemae tom eas bat 








Where to get supplies and materials is one 
of today's greatest problems, so Keystone 
Lubricating Company makes sure with this 
page that no one will have trouble finding 
a source of its lubricants by listing all of 
its distributors in the U. S. A. and Canada 


12% Gain in Business 
Advertising in October 

@ TWELVE PER CENT more ad- 
vertising appeared in business papers 
last month than in the October issues 
of the same publications a year ago, 
and the increase for the ten-month 
period was 12.7 per cent, according to 
reports of 113 papers shown in the 
wccompanying tabulation. 

Business in the industrial papers 
made increased gains in October 
issues, reaching 16.9 per cent over the 
previous year’s issues, bringing the 
volume for the ten months 15.5 per 

nt ahead of the 1940 period. 

Both the trade group and the class 
group suffered slight losses in volume 

October issues as compared with 

nilar issues a year ago. The nine- 

papers in the trade classification 
orted 6.2 per cent less business in 
month’s issues in comparison with 
e for October, 1940, and they re- 
n only 1.3 per cent ahead of the 
month period of last year. 

Che eleven papers in the class group 

ed 1.4 per cent less display adver- 
g in October issues this year than 
year. The gain for the period to 
is 5.7 per cent. 


© ristensen in Service 


W. Christensen, advertising manager, 
ton Mfg. Company, Two Rivers, 
is now stationed at the U.S.N.R 

Training School, Company 7, 
ton Heights, Conn. 


Knowlson Joins OPM 


J. S. Knowlson, president and chairman 
of the board, Stewart-Warner Corporation, 
Chicago, has joined the Office of Produc- 
tion Management as deputy director of 
priorities, in charge of operations, succeed 
ing Thomas B. McCabe, who has assumed 
new responsibilities on the staff of lend 
lease administrator E. R. Stettinius, Jr 


Southwestern House Organ 
Editors Meet Nov. 7-8 


The Southwestern Association of Indus 
trial Editors will hold its fourth annual 
conference Nov. 7 and 8 at Oklahoma 
A. & M. College, Stillwater, Okla. Harry 
Turner, Coal Service, Inc., Topeka, Kans., 


is president of the association 





T. Addison Busbey Dies 


T. Addison Busbey, former managing 
editor of Railway Age, and father of 
Ralph C. Busbey, president, Busbey Ad- 
vertising Agency, Akron, O., died recently 
at the age of eighty-four. He was the 
last of five brothers, all of whom were 
active in journalism 


Redner Promoted 


Keith H. Redner, advertising manager, 
Battle Creek Bread Wrapping Machine 
Company, Battle Creek, Mich., has been 
appointed assistant sales manager. In ad 
dition to his advertising duties, he for 
merly handled sales in Michigan, Ohio, 
and Indiana 





The atteation, interest and _ re- 
sponse that AVIATION EQUIP- 
MENT gets from its readers are 
important factors to consider in 
buying media in the aviation field. 
They are the factors which make 
this publication an advertising me- 
dium of proven effectiveness, of 
proven value. 

AVIATION EQUIPMENT’S 
readers are the men in the industry 
who plan, specify and buy the 
products used in aircraft produc- 
tion, operation and maintenance. 
They are the men in the industry 
who count—the men advertisers of 
industrial products want to reach! 


With thorough industrial coverage, 
with an editorial and advertising 
content devoted exclusively to 
product information, with lower ad- 
vertising rates, AVIATION 
EQUIPMENT enables advertisers 
to reach all important equipment- 
buying factors in the industry at 
low cost. 
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AVIATION EQUIPMENT’S 
READER INTEREST, READER RESPONSE 


POSITIVE 
PROOF .. 








POINTS THAT MAKE AVIATION 
EQUIPMENT MORE EFFICIENT 
— MORE EFFECTIVE — 


1 AVIATION EOUIPMENT gives 
sd advertisers complete coverage of 
the important engineers and purchas 
ing men in the industry 

? It is edited for, and reaches only 
. an tdustrial audience; has ro 
newsstand or other circulation of littl 
interest to industrial advertisers 

3 It has the one editorial functi 

* of providing product information 
Its readers are more receodtive to, more 
responsive to, product advertising 


4 AVIATION EOUIPMENT has 
° adopted the policy of placing al 
advertising copy next to editorial mate 
rial. No burial of advertisements in 
front and back of book. Advertising 
copy gets the same interested attention 
of its readers as they give the impor 
tant editorial material 


5 Lower advertising rates mak 
id this thorough coverage of the 
industry available at the /owest cost 


per industrial reader 

6 AVIATION EQUIPMENT is 
° showing advertisers detinite 

tangible results, which come to them 

both direct and through AVIATION 
EQUIPMENT’S inquiry reply system 














1170 BROADWAY, 
NEW YORK CITY 
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_ FORGING 


The steady increase in demands 
for forgings, stampings, etc., be- 
cause of the defense program; 


necessarily indicates 


market for hammers 


an active 
furnaces, 


refractories, cements, alloy steels, 


presses, hammerboards 


equipment, burners, 


cleaning 


lubricants, 


die blocks and many other lines 
of equipment and supplies. 
You can reach this active mar- 
ket through the advertising pages 
of HEAT TREATING AND FORG- 
ING. Your advertisement ap- 
pearing each month in this paper 
will im-ress the features of your 
products upon those who buy or 
influence the buying of equip 


ment and supplies 


Published by 
STEEL PUBLICATIONS, INC. 


108 Smithfield St. 


Pittsburgh, Pa 











With plans definitely made to increase 
pig iron capacity 6.500.000 tons by 
1942 through the building of 15 new 


blast furnaces and the 


rehabilitation 


of 6 others. a similar increase in steel 
capacity will naturally follow 
This increase will require new fur- 


naces open hearths 
Bessemer rolling mills 
types, heating furnaces, 


electric and 


of various 


soaking pits, 


electrical equipment, refractories and 
all the other numerous types of equip- 
ment and supplies that enter into the 


manufacture of steel 


NOW IS THE 


TIME 


to place your sales message in the 
advertising pages of BLAST FURNACE 


AND STEEL PLANT 


Published by 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, 


PENNA. 











N.LA. A. News 


What local chapters of the National Industrie! 
Advertisers Association are doing and thinking about 















Maryland Industrial Marketers Mason-Dixon Elects 


Organized at Baltimore Terry Mitchell President 
Terry Mitchell, advertising manag 
Frick Company, Waynesboro, Pa., was 
elected presid« 


First steps toward the organization of a 
Baltimore chapter of the National Indus 


trial Advertisers Association were taken at 
er : . , Mason-Dixon Indus 
a meeting held at Baltimore Oct. 28. The 
. trial Advertisers, at 
group will be known as Maryland Indus i. Gielen ences 
trial Marketers Several national officers ing. succeeding | 
of NIAA, including President W D = oy William Stair, 
Murphy, Reincke-~ Ellis- Younggreen ©& P vertising manager, 
Finn, Chicago, attended the organization a! B. M. Root C 


meeting. The principal address was given pany, York, Pa 


by Herb V. Mercready, Magnus Chemical ing Lewis H. W essinger, 
Company, Garwood, N. J., and NIAA president, Foltz 
: Wessinger, I: 
vice-president, who explained the steps 
wis “wr filiat ich the Lancaster, was elect 
vecessary for afhiiation with the nationa ed vice-presid: 
P 


Gerald G. McKel 


organization. Others who spoke were 


Terry Mitchell, Frick Company and for vey. Frick Cx 

mer NIAA vice-president, and Frank W TERRY MITCHELL pany, secretary 

Pensinger, Landis Tool Company, an William M. Hart, president, William M 

NIAA director. About fifteen Baltimore Hart Company, York treasurer 

industrial marketers were present, and this Those elected active directors are 

group with another ten who were unable George Heckert, A. B. Farquhar Company, 

to be present will form the nucleus of the York. and Frank W. Pensinger, advertis 

new group. The first regular meeting will ing manager, Landis Tool Company 

be held Nov 17 W avnesboro Associate directors will be 
Three committees were appointed. The Paul K. Smith, Printing Plate Craftsmen, 

membership committee includes H. C York, and R. E Beachley, The Cratt 

Schuckle, Emery Advertising Agency; Press, Fayetteville. J. Wilham Stair and 

A. H. Gladman. Brush Division, Pitts Frank W. Pensinger represent the chapter 

burgh Plate Glass Company; and M. J as directors on the board of the Nationa 

Donahue, Anchor Post Fence Company Industrial Advertisers Association 

On the nominating committee are Edward 

H. Karer, Alexander Millburn & Sons: 

T. O. McDavid, Commercial Credit Com Chicago Fetes Murphy, 

pany: and H. G. Erck, Van Sant, Dugdale . 

& Co. R. E. Ewell, Robinson Oil Gom. New NIAA President 

pany: Biays Bowerman, Consolidated Gas Turning out in unusual number 

& Electric Company and C M greet W. D. “Don™ Murphy, new presi 

Buchanan, Van Sant Dugdale & Co., dent of the National Industrial Adver 

comprise the program committee tisers Association, one of its own member 








Members of the Educational Committee of the Industrial Advertising Association of New 
York confer on plans for an Industrial Advertising Course which will be given weekly ster’ 9 
Nov. 13. Left to right, Eugene Heiffel, art director, G. M. Basford Company; Gordon | 
advertising manager, Crucible Steel Company of America; and Lawrence G. Malone, account 
executive, G. M. Basford Company. Classroom work will be combined with lectures 
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{a past president, the Engineering Ad 
tisers Association, Chicago, staged a 
Meet the President” night, Oct. 13 
President Murphy addressed the meet 
on “Tomorrow Begins Today,” in 
which he related incidents which tend to 
rn advertisers of possible encroachments 
their activities by various government 
reaus in the guise of emergency action 
1 urged his listeners te put their houses 
wder to eliminate all excuses for any 
h movement 


In the final analysis,” Mr. Murphy de 
red, freedom from restraint will come 
ecause there is no cause for restraint 
Only you can make that possible. It is 

way that you advertise that will bring 
further restrictions or a recognition of the 
fundamental importance of your function 
nd this applies not merely to the national 
ture, but with devastating force to your 
personal position. Now, when your prob- 
lem of what to say and how to say it is 
greater than it has ever been, yeu are in 
1 position to do an unmistakable service 
to your company, Or to contess an inabil- 
ity that may well eliminate you.” 


The NIAA president outlined three 
ways in which each member can contrib- 
ute to the general welfare of advertising 
and to his own interest specifically: 1 
Eliminate the principal cause of criticism 
trivial, banal, exaggerated advertisements 
2. Establish oneself with his company as 
a program builder for the days when the 
present emergency shall have passed. 3. 
Display an active interest in the chapter 
ind the national association, not as frat- 
ernalism, but in recognition of the obvious 
fact that united effort is more effective 
than individual—that success in any field 
is the result of organization 


> 


Mr. Murphy has since given his address 
before the Cincinnati Industrial Adver 
tisers Association and the Indianapolis 
Advertising Club, and is scheduled to ap 
pear this month at Cleveland and New 
lersey chapters 


New York Offers 
Marketing Course 


The Industrial Advertising Association 

New York is offering a twenty lesson 
lustrial advertising and sales promotion 

rse in the problems of industrial mar 
keting, covering the subjects of Market 
Research, Copy, Layout, Media, Direct 
Mail, Literature, Sales Promotion, Pub 

Production, and Functions of the 
ertising Man The classroom work 
ombine lectures by guest speakers 
ictual assignments of typical problems 
yout and copy. The clinics will be 
icted by Lawrence G. Malone, ac 
executive, and Eugene Heiffel, art 
tor, G. M. Basford Company. Prizes 
liplomas will be awarded 


\ 


eekly meetings will be held Thursday 
from 6:30 to 8:30, Nov. 13 to 
23, at the McGraw-Hill Auditorium, 
h York. At the conclusion of the 
e, a banquet is to be held, and tuition, 
ling banquet ticket, is $15. 
course, which is designed as a 
v to those wishing to refresh their 
ledge of advertising principles, as 
is an aid to the young man in the 
trial advertising departments of ad- 
rs and agencies, is unique in its 
ized approach to industrial market- 
roblems. Gordon Tuthill, Crucible 
Company of America, New York, 
econd vice-president of IAA, is in 
of enrollment. 


Chevalier Addresses Frisco 
On Advertising Today 


“Non-defense activities are needed to 
pay the Defense bill by supplying a tax 
source,” Colonel Willard T. Chevalier, 
publisher, Business Week, told the Indus 
trial Marketers of Northern California at 
their Oct. 16 meeting, held jointly with 
the San Francisco Sales Managers Club 
“Production and selling are vital and 
essential parts of any high living standard 
economy, he declared. “When produc’ 
tion exceeds the point where people have 
the bare necessities of life—then selling 
has to begin, because we are then in the 
realm of optional goods.” 

The Colonel pointed cut that advertis- 
ing today has the double function of ex- 


plaining why manufacturers can't deliver 
the goods and telling what they are doing 
to take care of customers, and doing a 
selling job for the future in keeping the 
company's name and product before the 
customer. He defined the main difference 
between the curbstone peddler and estab 
lished business as continuity, and stated 
that the best protection against inflation 
was to increase the amount of available 
goods through increased production and 
salesmanship, rather than to “siphon off or 
negate our extra purchasing power.” 


Heinritz Tells New Jersey 
Defense Is Marketing Opportunity 


National defense is a marketing oppor 
tunity, and the three billion dollars per 





ing effectiveness. 


MECHANICAL ENGINEERING and its 
publisher, The A.S.M.E., have been func- 
tioning for over 60 years . . . on the basis 
of rendering a service which can be ac- 
complished only through associated effort. 





Membership Guarantees 
Reader Quality 





The American Society of 
Mechanical Engineers 
29 W. 39th St., New York, N. Y. 


Midwest Office: 
205 West Wacker Drive, Chicago, Ill. 





THE REQUIREMENTS OF TODAY... call for 


technological advancement as one of the urgent needs. 


The value of technological advancement in the BROAD sense, has 
had many years of recognition from engineers and manufacturers 
serving industry with engineered products. 

This year the coordinated efforts of engineers and industry will 
find highly developed expression in the Program of the 62nd Annual 
Meeting of The American Society of Mechanical Engineers. And the 
Program will have a highly developed interest on the part of top-flight 
engineers and industrial executives. 

Engineers who are responsible for apparatus development and 
plant and production improvement cannot operate merely on the basis 
of what has happened. They must look ahead and to look ahead they 
must keep in step with engineering progress and trends. 

They do that by following the results of their cooperative activities as 
they exist in ¢heir organization, the A.S.M.E. 


And as recorded in THEIR monthly publication 


MECHANICAL ENGINEERING 


How would you like to be identified with such a service? 

Such identification will have super-value as a means of bringing 
greater recognition of the true value of your products and your ac- 
complishments—in the Working Realities of today and tomorrow. 
Contact these engineers through Mechanical Engineering with your 
sales message throughout 1942 and you will be in step with a high and 
serious interest that will give you high and practical value in advertis- 
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WE WANT TO PLACE 





AND THE 


Dale Units 
IT CONTAINS 


in the hands of every Industrial 
Marketer interested in contractors, 
highway officials, and equipment 
distributors. 


If you have not been receiving our 
promoticnal and market data material 
right along, drop us a line today. It 
has been designed to simplify your 
media job. 


CONTRACTORS AND ENGINEERS MONTHLY 
470 FOURTH AVENUE 


Chiceg tice 
i171? Dally News Bidg 


YNAMITE! 


Sai 2//p 


NEW YORK 5° fram tice 


Mills Building 





ADVERTISING ACTION 


in the nonmetallic-minerals industry 


Break down sales-resistance to your prod 
uct with a timely ‘‘shot"’ in Pit and Quarry 


P&Q"' gives you maximum firing power 
per advertising dollar because it consist 
ently leads the field in net paid producer 
circulation, individual subscribers, plant 
coverage, and executive readers. 


Ask for a free market survey or a reader 


\s 


ship survey 






\\s J 

















PIT 


and QUARRY 


* Re Nally Building C sgo 








Last month when Stanley A. Knisely, executive vice-president, Associated Business Papers Inc 


former president, National Industrial Advertisers Association, and Schuyler Hopper, his assist 
ant, made a tour of the West Coast, they were guests of the Industrial Marketers of South 
ern California, Los Angeles. At the head table here are shown R. Calvert Hawes, The McCarty 
Company; J. Vrewer Avery, and J. Jenkins, publisher, "Butane-Propane News"; Mr. Hopper 
who talked on "Advertising Is Like Editing”; Mr. Knisely, whose subject was “How to Adver- 
tise When Oversold"; Don Mack, Weber Showcase & Fixture Company, chapter president 
Robert L. Koch, Vapor Recovery Systems, chapter vice-president; Dave Brown, “California Oi! 
World,” secretary-treasurer; M. R. Klitten, The McCarty Company; John Bowler, publisher 
"Southwest Builder & Contractor’; and Samuel Eastman, Dozier, Graham and Eastman 


month defense buying is the purchasing 
goal that industry is going to have to 
manufacture to meet, Stuart Heinritz, edi 
tor, Purchasing, told the Industrial Mar 
keters of New Jersey, Oct. 15. He pointed 
out that anyone who feels he has been 
left out to date stands a good chance of 
getting into the picture if he considers 
the opportunity, but this does not mean 
that industries must all be engaged in 
direct defense production, as there are 
ample marketing facilities to be developed 
through selective selling to defense indus 
tries He advised the manufacturer to 
search out the products needed, and sell 
them to such industries 

Mr. Heinritz acknowledged the existence 
of seemingly insurmountable obstacles, 
such as scarcity of raw materials and some 
manufactured materials, complicated forms 
to fill out, manifold and changing regu- 
lations, increasing taxes, and possible price 
fixing, but he declared that government 
agencies, such as the Office of Production 


Management, until now in the throes of 
organization, are on the road toward be 
ing straightened out, and that there is i 


Washington a definite willingness to help 
industry in every possible way, and a trend 
toward streamlining bureau organizatior 
for most efhciency 

He advised business to take care of cus 
tomers defense needs first, see that proper 
credit for direct and indirect defense or 
ders is received, adapt products to today’s 
needs, consider building for the future by 
seeing that new business relationships will 
remain after “it’s all over,’ pay special at 
tention to selective selling to defense it 
dustries, and find out and sell the materials 


detense plants 1 eed 


Los Angeles Hears 
Knisely and Hopper 


“America needs vital information as 
much as she needs men and materials,” 
Stanley A. Knisely, executive vice-presi 
dent, Associated Business Papers, declared 
in an address before the October meeting 
of the Industrial Marketers of Southern 
California, Los Angeles chapter. “What 
do you as a manufacturer know that will 
help?” he queried. “That is the question 
to ask yourself when you are wondering 
how to advertise profitably under today's 
conditions. Your advertising opportunity 
is the chance to speed specific help to cus 
news, ideas for speed-up, 


tomers, pertinent 
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ideas for short cuts, ways to increase thei 
workers’ efficiency, ideas that will help get 
more out of present equipment, literatur 
that is designed to help with new prob 
lems. Anyone can at least advertise his 
story that he would tell an irate customer 
who phones for an explanation of a dé 
layed order. Tell the facts about your 
position but however you do it, hel 
yourself by helping your customers and 
prospects oe 

Schuyler Hopper, assistant 
vice-president of the Associated Busines 
Papers, addressed the meeting on “Advert 
tising Is Like Editing,” in which he et 
phasized that the advertising manager 
must use the same intelligent selection 
material for his advertising to gain reader 
ship for it that an editor does to hold th 
interest of his readers 


executive 


Simmons Highlights 
NIAA Session on Copy 


As an extra feature of the October 
meeting of the Engineering Advertiser 
Association, H. H. Simmons, manager ad 
vertising and sales promotion, Crane C 
Chicago, explained the thought in back 
some of the advertising campaigns dis 
played in the special session on “Advert 
tising in a War Economy” at the NIAA 
Toronto Conference. His specific remarks 
were as follows 

“First, take the Anchor Post Fi 
Company, Baltimore. It makes chain-link 
fences for industrial use and is a don 
inant factor in that business with good 
tional distribution. The Defense E: 
gency brought an entirely new reason 
better industrial fencing—the fear 
sabotage. Its straightforward advertising 
on that theme is capitalizing on the op} 
tunity to sell fences right now and is 
building the company’s position for f{ 
war business 

“Now, let’s look at another favor 
development Lamson @& Sessions ( 
pany, Cleveland, makes bolts, nuts, 
screws. The higher price necessary 
certain specialties in its line retarded t 
acceptance under normal conditions. N 
under accelerated conditions, the excl 
advantages offset price differential and 
ready acceptance for these special! 
Once established, greater volume and « 
distribution will reduce the price and 
specialty will become a staple. So 
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Ralph Bennett, industrial copy expert, Batten, 
Barton, Durstine & Osborn, New York, told 
Western New England Chapter of NIAA last 
month that advertising has to sell today for 
tomorrow's business. Seated are G. M. 
Fletcher, The Stanley Works, New Britain, 
Conn., chapter president, and E. N. Bidwell, 
The Whitney Chain & Manufacturing Com- 
pany, Hartford, chaoter secretary-treasurer 


irally its current advertising is aimed at 
this logical objective 

“But in contrast to companies typified 
by these two examples who are grasping 
in Opportunity to establish a line or im- 
prove their position, many others are faced 
with the necessity of going into reverse in 
heir selling efforts 

‘Reeves Pulley Company, Columbus, 
Ind., typifies the many firms who are 
imited in their own production by raw 
naterial priorities and must direct their 
fort to securing a maximum percentage 
{ business from buyers who can extend a 
gh priority. This does not permit ob 
is changes in theme. The result must 
secured principally by selective selling, 
careful selection of media may permit 
vertising to support the program to some 


L 


The Dumore Company, Racine, Wis., 
rts that its major problem was to hold 
tribution through the emergency It 
ikes portable grinders and tools, sold 
ugh mill supply dealers. While it is 
ninant in its field, the volume of busi 
at present requires long deliveries and 
ll competitors are offering shorter de 
In this situation, its salesmen are 
ing’ distributors entirely and the ad 
tising is stressing the importance of a 
term relationship with Dumore be- 
of the stability, both of the product 
he company 
\nother group of companies justify 
| advertising on the basis of holding 
ustomers when deliveries may be 
ind some products difhcult to get 
is class the natural thing is to de 
a helpful service to enable cus 
to get along with available mate 
| have three examples in this group 
ty & Industrial Engineering Com- 
Greensburg, Pa., is using its adver 
to get customers to plan further 
in their requirements for high-ten- 
witches, so the supplier can serve 
better. Greenfield Tap & Die Cor- 
Greenfield, Mass., is helping 
ers get more production from small 
Crane Co., Chicago, is distributing 
of folders on “Piping Pointers,” 
ed by W. Lane Witt, EAA presi- 
vhich help piping maintenance men 
nstall, and use valves and fittings 
flectively, and thereby reduce the 
for new product. In addition to 
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supplying an advertising theme, these 
folders are of the greatest value to sales 
men in maintaining favorable contacts. 
“The heavy machine tool field represents 
a special problem, because of the very 
close supervision of its production and allo 
cation of its output by the government 
Most of the leading companies have com 
bined some efforts to help customers use 
their tools more effectively with some ex 


plaining of their position or straight in- | 


stitutional advertising. 

“The Aluminum company has done an 
outstanding job under a condition that is 
probably the most extreme so far devel- 
oped in our emergency. You are all 
familiar with it 


dition. 

“In closing, I would merely suggest that 
copying anyone else’s methods is always 
bad—but particularly so right now 

“If I did not have a special marketing 
problem that called for special advertis- 
ing, I would certainly stick to my prod- 
uct advertising If I did have such a 
problem, I'd try to dig the solution right 
out of my own condition. That is not 
only my own opinion; it’s the sum total 
of the impression I gained at Toronto.” 


Bennett Analyzes Advertising 
Trends for New England Chapter 


Ralph Bennett, industrial copy expert, 
Batten, Barton, Durstine & Osborn, un 
der the title, ~ or tomorrow we die,” 
analyzed present trends in industrial pub- 
lication advertising before the Oct. 9 meet- 
ing of the NIAA Connecticut and West 
ern New England chapter, using five or 
six dozen tear sheets representing good 
and bad advertising to illustrate his points 

It is more difhcult to write business 
paper advertising than consumer adver 
tising, Mr. Bennett asserted, as the former 
is addressed to a more critical audience 
He assailed the curtailment of advertising 
on the “we have nothing to offer” theory, 
as, in his opinion, advertising has to sell 
today for tomorrow's business and has 
more to tell than ever before regarding 
deliveries, how to produce more with pres 
ent equipment, engineering advice, use of 
substitutes, and extending research facili- 
ties He condemned old-time institutional 
advertising slants as too grim or of the 
“say nothing nicely school,” and as com- 
pletely lacking in sincerity 

Mr. Bennett recommended increased re 
search and an intensive investigation of 
new markets as a bulwark against the 
future competition of today's “little fel 
lows” who may become big contenders 
tomorrow 


L. A. to Hold Series of 
Lectures and Discussions 


The Industrial Marketers of Southern 
California have begun their Fall and Win- 
ter Marketing Forum, a series of twelve 
meetings to be held every second Thurs- 
day night. Every other meeting will be 
addressed by professors from the Uni- 
versity of Southern California, and the | 
meetings immediately following these will 
be devoted to round table discussions of 
the preceding lecture, led by the lecturer 
The Forum opened Oct. 16 with a talk 
on “Inter-Relationship between Sales and 
Advertising Management,” by Kent Moore, 
lecturer in merchandising, U.S.C., and at 
the second meeting, Oct. 30, a round table 
discussion on this subject was led by Mr. 
Moore, and was participated in by the 
members present. A resume of the first 


None of us can copy Its | 
methods because we do not have its con: | 








WOOD PRODUCTS 


(aaa) member 
12 in the Field 





















A TREMENDOUS MARKET 
FOR WOOD FINISHING 
MATERIALS AND 
EQUIPMENT 


Wood Products provides manufac- 
turers of wood finishing materials and 
equipment with a compact, hand- 
picked market that they will find most 
responsive and one which can be 
cultivated at very low cost. Investi- 
gate now. The trend is “back to 
wood.” 


Wooo PRODUCT 





431 S. Dearborn St., Chicago. Til. 








They READ it.. 
They LIKE it.. 


OUR prospects in the city and 

county market like PUBLIC 
WORKS because it covers all their 
interests in one magazine. It is prac- 
tical and time-saving. 

No other publication offers you 
the same opportunity to reach all 
the key men in this fertile and 
steady market at low cost as does 
PUBLIC WORKS. Write for audited 
circulation statement and sample 
copy. 


PUBLIC WORKS MAGAZINE 
310 EAST 45th STREET 
NEW YORK, N. Y. 











le 
IN SELECTING 
YOUR NEW ADVERTISING AGENCY 


To select the right agency for the un- 
usual times ahead, you must interview 
a@ group of those most likely able to 
serve you. Here are 6 reasons why we 
belong in that group: 


4. We offer the advantages of a small 
agency with a large-agency-trained 
staff. 2. Our principals have directed 
their own commercial businesses. 
3. We spend more time in the field 
than most agencies. 4. Testing is a fun- 
damental with us—for greater adver- 
tising results. 56. We know how to use 
advertising to do many jobs (other 
than move merchandise). 6. We serve 
a diversified group of national ac- 
counts—from class to industrial, from 
package goods to service. 

Further facts in our new S-minute folder, ‘Business 

Men Handle My Advertising." Write for your copy. 









Advertisin 
110 East 42nd 5St., 


Agency Service 
-¥%* rray Hill 3-7426 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 





@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


GENERAL 
MAGAZINES 


mparens’ ae rant 
221 NW. LA SALLE ST., CHICAGO, ILLINOIS 


TELEPHONE COMPANIES ant ropay 
ENJOYING MORE BUSINESS THAN EVER BEFORE 


MERCHANDISE used in this $5,000,000,000 
lind an eager market in the columns of 


‘Fortnigh tly 
TELEPHONE ENGINEER 


bing EVERY te 








ndusiry 


10,500 CIRCULATION 
Advertisements Bring RESULTS 





™ i 3.06 7.748 —That’s what 


this industry spent in one year for 
only ONE item. It’s a big industry. 


Can you sell te itor 


Milk Plant isso. 





your client manufac- 
tures and ask for sam- 








CHICAGO ple copy teday. 
Genuine Get and Hold 
PHOTOS Attention 


Ideal for all direct mail programs such as 
introducing new products, dealer mailings, 


building good will etc Also economical 
and effective as radio premium item to 
measure audience response Sizes 2x3 to 


4x6. Priced as low as $8.50 per 1000. Write 
for samples 

KEHRES PHOTO SERVICE 
2112 Lee Rd. Dept. M. Cleveland, Ohio 
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Two views of new facilities provided for the advertising department in a new plant and office 
building of Charles Bruning Company, Inc., Chicago. At the left is the office of A. B. Major 
advertising manager, and at the right is a portion of an adjoining room for filing and storage 
facilities and production of company's house organ, “CB News." The rooms are air conditioned 
for year-round comfort and have fluorescent lighting; floors are covered with asphalt tile 


meeting was presented to familiarize those 
who missed the first lecture with the sub- 
ject covered Topics of the other meet- 
ings, in the order to be given, are: Public 
Relations in Advertising; Price Mainte- 
nance; The Advertising Manager's Per- 
sonal Salesman; Mass Selling vs. Individ- 
ual Selling; Industrial Marketing Analysis 

The course is designed primarily to ac 
quaint sales managers and advertising men 
with the fundamentals of their business 
however, it is open to anyone interested 
in industrial marketing and advertising 


Milwaukee Holds Discussion 
On "Defense and After" Problems 


“Advertising today is insurance for to 
morrow'’s business’ was the conclusion 
reached in a round table discussion at 
the October meeting of the Milwaukee 
Association of Industrial Advertisers, dur 
ing which thirty-three advertising man 
agers from Milwaukee manufacturing firms 
pooled their ideas on advertising under 
present “all out for defense” conditions 
They agreed that advertising’s job today is 
to speed specific help to customers and 
distributors, ideas for speed-ups and short- 
cuts, and ways to increase workers efh 
ciency. It was noted that although some 
companies are still using hard-hitting sales 
advertising, the trend is toward institu 
tional advertising, offering such friendly 
helpful service 

F. M. Higgins, advertising manager, 
Four Wheel Drive Auto Company, Clin- 
tonville, Wis., led a discussion on styling 
as after-defense insurance, and displayed 
original sketches and finished drawings by 
Brooks Stevens, noted Milwaukee indus 
trial designer, who is completely restyling 
the entire line of Four Wheel Drive trucks 
The restyling program included the sub- 
mission of designs to drivers, truck owners, 
and fleet operators for their opinions and 
criticisms 

The Toronto NIAA Conference at To- 
ronto was discussed, and a report on 
“Legislation Affecting Advertising” was 
given by Jackson Hazlewood, advertising 
manager, Gisholt Machine Company, 


MAIA’s “Washington correspondent.” 


Carson Joins McGraw-Hill 


Frank E. Carson, formerly advertising 
manager, Canada Dry Ginger Ale, Inc., 
and more recently with J. Stirling Getchell, 
Inc., advertising agency, has joined the 
sales promotion department, McGraw-Hill 
Publishing Company, Inc 


Crafts at Camp Forrest 


E. F. Crafts, formerly of the advertis 
ing department, Republic Steel Corpora 
tion, Cleveland, and lately at Fort Bragg, 
N. C., is now stationed at Camp Forrest, 
Tenn., with Battery E, 168th Field Ar 
tillery. 


D. A. Nicholson Dies 


D. A. Nicholson, for twenty-five years 
sales manager of the central divisior 
Kimberly - Clark Corporation, Chicago, 
died Oct. 16 after a long illness. Mr 
Nicholson, who was sixty-nine, retired two 
years ago 


Sanger Joins Wheeler, 
Kight and Gainey 


Norman H. Sanger, formerly an adver 
tising and sales executive, Valvoline Oi 
Company, Cincinnati, has joined Wheeler 
Kight and Gainey, Columbus, O., as 
count executive 


Griswold-Eshleman Adds Two 


Griswold-Eshelman Company, Clev: 
land, has been named to direct the adver 
tising of Cooper-Bessemer Corporati 
Mt. Vernon, O., and Steel Improvement 
& Forge Company, Cleveland 


COAL 
one of the Primary 
Defense Industries. 
is Definitely on the 
Upswing—Contact it 
through its Accepted 
Medium— 
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Milestones 


in Publishing 


Marking an innovation for publications 
dealing editorially exclusively with devel- 
pments in products and equipment, 
Chemical Equipment Preview adopted a 
1134x11% size with its Sept.-Oct. issue. 
The publication also carries a heavy cover 
printed in three colors. While the stand- 
urd unit is maintained for advertising, the 
new page size also permits use of standard 
7x10 plates, which just fill two of the three 
olumns on a page. 








+ 

Effective with the January, 1942, issue, 
Photo Technique, established by McGraw- 
Hill Publishing Company, Inc., will be 
combined with American Photography, 
published by American Photographic Pub- 
lishing Company, Boston. The new maga- 
zine will be called American Photography, 
Incorporating Photo Technique. 

Keith Henney, who has been editor of 
Photo Technique, will remain with Mc- 
Graw-Hill as editor of Electronics, and 
will serve on the editorial board of the 
ombined publication 

* 

Ingenieria Internacional will be pub- 
lished as two separate monthly magazines 

Spanish commencing with the January, 
1942, issues. The titles will be Ingenieria 
Internacional—Construction Edition, and 
Ingenieria Internacional—Industrial Edi- 
tion 

* 


The October Aero Digest was the larg- 
est issue in the publication’s twenty years, 
ind the largest of any aviation magazine 
since the industry began, totaling 408 
pages, of which 272 are devoted to ad- 
ertising. Two hundred and eight pages 

this total represent a section devoted to 

Curtiss'‘Wright Builds for National De- 
lense,” a presentation of the expansion of 
the Curtiss-‘Wright Corporation from four 

ants to fifteen almost “overnight.” Two 

indred and three display advertisers in 
Curtiss-Wright section devoted 150 
es of special copy to industry's role 
e Defense Program 
[he National Metal Show Issue of The 
Age, published Oct. 9, carried 365 
s of advertising, the largest volume 
arried in that particular issue, which 
been run in connection with the Show 
1912. This figure also represents an 
ise of twenty-nine per cent over the 
sponding number last year 
. 
e American Society of Mechanical 
eers has published the thirty-first an 
A.S.M.E. Mechanical Catalog which 
listributed to members last month 
book contains over 500 pages of in- 
tion useful to the field of mechan 
ngineering. A page reference sys- 
ties up with the catalogs, providing 
iptions of the desired machine or 
nent. All A.S.M.E. publications are 
lescribed in a special sixteen-page 


tomobile Topics" Appoints Two 
vard E. Stimson, Jr., has been ap- 


1 editor, and D. S. Hastreiter, ad- 
ng manager, of Automobile Topics, 


’ 
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New Promotion Men | 


At Penn Switch 


Penn Electric Switch Company, Goshen, 
Ind., has named K. W. Cash sales promo- 
tion manager; J. R. Netedu, formerly as- 
sistant advertising manager of Fairbanks, 
Morse & Co., Chicago, advertising man- 
ager; and E. M. Ford, assistant advertising 
manager. 


Bausch & Lomb Launch House Organ 


“Balco News,” new house organ of the 
Bausch & Lomb Optical Company, Roches: 
ter, is edited by William Gannett, for- 
merly a staff member of the Rochester 
Democrat ©& Chronicle, and is patterned 
after New York's PM. 


“American Druggist" Joins NBPA 
American whips g~ New York, has be- 


come a member of National Business Pa- 
pers Association, New York. 


Statement of the ‘Gunerchio, Manage- 
ment, Circulation, Etc., Required by 
the Acts of Congress of cop 24, 
1912, and March 3, 19 
of Industrial Marketing, published 
monthly at Chicago, Ill., for Oct. 1, 1941. 
State of Illinois, County of Cook, ss. 

3efore me, a Notary Public in and for 
the State and county aforesaid, personally 
appeared G. D. Crain, Jr., who, having 
been duly sworn according to law, deposes 
and says that he is the Publisher of 
Industrial Marketing and that the fol- 
lowing is, to the best of his knowledge 
and belief, a true statement of the own- 
ership, management (and if a daily paper, 
the circulation), ete., of the aforesaid 
publication for the date shown in the 
above caption, required by the Act of 
August 24, 1912, as amended by the Act 
of March 3, 1933, embodied in section 537, 
Postal Laws and Regulations, printed on 
the reverse of this form, to wit: 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: 

Publisher, G. D. Crain, Jr., Chicago. 

Editor, Ralph O. McGraw, Chicago. 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding one per cent 
or more of total amount of stock. If not 
owned by a corporation, the name and 
addresses of the individual owners must 
be given If owned by a firm, company, 
or other unincorporated concern. its name 
and address, as well as those of each in- 
dividual member, must be given.) 

Advertising Publications, Inc., 100 E 
Ohio St., Chicago, Ill; G. D. Crain, Jr. 
S. R. Bernstein, E. K. Hamlin, O. a, 
Bruns, Murray E Crain, Gertrude R 
Crain, Jane C. Ivie. Mary E. Sanders, 
Chicago; Jessie Crain, LaGrange, IIL; 
Kenneth C. Crain, New York 

That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding 1 per cent or more of total 
amount of bonds, mortgages, or other se 
curities are: (If there are none, so state.) 

Nore 

H That the two paragraphs next above 
giving the names of the owners, stock- 
holders, and security holders. if any. con- 
tain not onlv the list of stockholders and 
security holders as they appear upon the 
books of the company but also. in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting, is 
given: also that the said two paragraphs 
contain statements embracing affiant's 
full knowledge and belief as to the cir- 
cumstances and conditions under which 
stockholders and security ho'ders who do 
not appear upon the books of the com- | 
pany as trustees, hold stock and secur- 
ities in a capacity other than that of a 
bona fide owner; and this affiant has no 
reason to believe that any other person, 
association, or corporation has any inter- | 
est direct or indirect in the caid stock. | 
bonds, or other securities than as so 
stated by him 


Publisher 
Sworn to and subscribed before me this 
30th day of Sept.. 1941. 
(Seal) ELLEN KEBBY HAMLIN. 


G. D. CRAIN. JR., | 
(My commission expires May, 1943.) | 
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DO YOU KNOW 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 








Jn MORGAN jf 





ADVERTISING CO._ 
22nd year =e | 


Mae = hay A 
Advertising Agency 


Serving industrial, — 
and trade advertisers of ) 
high standing. 






CUT CORRESPONDENCE COSTS 
Get better letters, more results, with less effort 
and cost! Send today for Institute Bulletin 
EM 364 on how to solve the correspondence 
headache. Shortages increase correspondence 
costs, cut into your profits, Plan better letters 
standardize attack on repetitive situations, cut 
costs immediately Tested and proved by one 
man outfits up to offices of 350 people Save 
more than cost from first day you use Mail 
$1.00 today teceive Bulletin EM 364 by re 


turn mail 
ELLIS PLAN INSTITUTE 
7720 Country Club Court, Clayton, Missouri 





| Youn Ou HOUSE MAGAZINE 


IS THE BEST ADVERTISING 
MEDIUM FOR THESE TIMES 
SYNDICATED OR TAILOR-MADE FORMAT 
ROBERT F. STONE & CO. 


® CAXTON BUILDING ° CLEVELAND, OHIO 


Wu vor 
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INDEX TO ADVERTISERS 


AMERICAN ARTISAN 
AMERICAN AVIATION 
AMERICAN EXPORTER 
AMERICAN MACHINIST 
AMERK 
A MERI 

BUREBAI 


ASSOCIATED BUSINESS PAPERS 
\SS0OCIATED CONSTRUCTION 


rIiOoNnNs 
AUTOMOTIVE INDUSTRIES 
AVIATION 

AVIATION EQUIPMENT 


ACON'S CLIPPING BUREATI 
‘LACK DIAMOND 


mick & CLAY Recor 
toe NG Supply News 


H 

I 

BLAST FURNACE AND STEE! 
I 

I 

I 


SUSINESS PUBLISHERS INTERNATION 


CORPORATION 


“‘ERAMIC INDUSTRY 
“‘HEMICAL ENGINEERING 


HEMICAL & METALLURGI 


NERRING 
p NEERING 


‘ONSTRUCTION DIGEST 
» crors & ENGINE! 
IN METHOD 


W 


CTR MANUPAC 

ECTRICAL Wort 
INGINEERING News-tre 
-LLIs PLAN INSTITUT 
VANS ASSOCIAT 
-XCAVATING ENGI 


HEATING, PIP 
HEAT TREATING 
HicKERSON, IN« 
HosPpiraAL MAN 


INDUSTRIA ’ 


KEENEY l’uUBst 
Kenures PHorTo 
KIMBERLY-C'LAI 


MACHINE Ds 

MACHINERY 

Machtar’s BLiure Book 

MARIN} ENGINEERING 
REVIEW 

McCirnaw-HiLt PUBLISH 


MECHANICAL E-NGINEERING 


METALLURGICAL CATAL 
METAL PROGRESS 
Merats & ALLOYS 
MitK PLANT MON’ 
Minti & Facrory 
Mopern INDUSTRY 
MORGAN ADVERTIS 


NATIONA I> 
ASSOCIATION 
NATIONAL PROVISION 
New EQUIPMENT’ 
NEWSWEEK 


mu & Gas Jor 


RICKARD 


SOUTHERN Power & INpt 


STEEI Insert 


STONE COMPANY, ROBERT 
SWEET Ss CATALOG SERVI 
TELEPHONE ENGINEER! 
TEXTILE WORLD 
THOMAS PUBLISHING CC: 
Too. & Dir JOURNAI 


Woop Propt 
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AN SOCIETY FoR METALS 


AN RADI PRESS CLIPPING 


‘ 


A 


12 


\- 


Index 





to RESEARCH 


Useful information compiled by publishers and others, which can be secure 
without cost through “Industrial Marketing” or direct from the publisher: 





502. You and We Have an “Axe to 
Grind.” 

This pamphlet discusses the func- 
tion of advertising with reference to 
the future. Published by Russell T. 
Gray, Inc. 


§03. Designing the House Publication. 
A twelve-page booklet presenting a 
talk made by H. J. Higdon, advertis- 
ing manager, Phoenix Metal Cap Com- 
pany, and editor, “Phoenix Flame,” 
before The Advertising Roundtable of 
Southern Michigan. It discusses, step 
by step, the fundamentals of design- 
ing the house publication, covering 
such subjects as layout, typefaces, 
spacing, stock, etc., and the organiza- 
tion of these elements, with relation 
to the type of house organ in ques- 
tion. A list of “Ten ‘Don'ts’ for 
House Magazine Editors” is includ- 
ed. Published by The Advertising 
Roundtable of Southern Michigan. 


504. Marketing Map of Leading Ap- 
pliance Sales Outlets. 

This map gives the per cent of total 
U. S. electrical appliance sales in each 
state, based on preliminary reports of 
the 1939 Census of Business; the per 
cent of total U. S. domestic and rural 
kilowatt-hour sales, based on Edison 
Electric Institute (1940) reports. 
Published by Electrical Home Equip- 
ment Dealer. 


505. The Answers to a Quartet of 
Important Questions for Adver- 
tising Buyers. 

The “Quartet” of questions asked 
is: 1. Do you read advertisements in 
industrial magazines? 2. Do you like 
magazines that carry many advertise- 
ments or do you prefer the “visibility” 
of magazines that carry fewer adver- 
tisements? 3. Does it make any dif- 
ference to you in which part of the 
magazine advertisements are placed— 
front, back, or middle? 4. Have you 
any comments about magazine make- 
up from your viewpoint as a reader? 
A tabulation of the 104 answers is 
given, and individual comments in 
answer to the fourth question are in- 


cluded. Published by The Iron Age. 


506. A Guide to Defense Priorities, 
Allocations and Prices. 


This chart, developed in collabora- 


tion with the division of priorities of 


the Office of Production Management 
lists defense materials placed on tl 
Army-Navy critical list, orders fo: 
which may automatically be assigne 
preference ratings; priority rules con 
trolling materials at their sources; and 
detailed definitions of all priorities 
rules. Published by Mill and Factor) 


§07. Mailing Lists for Latin America 


This catalog includes information 
on how to proceed in building Latin 
American trade, products exported to 
and imported from, Latin America and 
a breakdown of the number of Latin 
American importers by products 
Published by J. J. Berliner & Staff. 


498. What to Tell, How Much to 
Tell, How to Tell It. 

A twenty-eight page booklet pre- 
pared to aid the catalog designer who 
wishes to present information on his 
products to buying factors in the 
building market. The booklet covers 
the fundamentals of designing a cata- 
log from the buyers’ viewpoint—who 
the buying factors are, what they need 
to know (shown graphically in a four 
page check list), how to organize the 
information and make it easy to find, 
read, and comprehend, designing the 
visual unit, the choice and arrange- 
ment of illustrations, and the potential 
values of cover and index. Published 
by Sweet’s Catalog Service. 


490. How to Help Your Customers 
and Prospects. 

This deluxe book analyzes selected 
current business paper advertising to 
show how some leading industrial ad- 
vertisers are handling their copy under 
present conditions to maintain good 
will, help customers with their pro- 
duction problems and increase workers’ 
eficiency, explain delivery problems, 
and other perplexing problems of the 
advertising man. All case studies are 
illustrated. Published by McGraw-Hill 
Publishing Comparry. 


484. How Large is the Worth While 
General Industrial Market? 

This bulletin presents an analysis 

of the primary and secondary indus- 

trial markets of the United States as 

indicated by the U. S. census and oth- 


er sources. Published by Industrial 
Equipment News. 


INDUSTRIAL MARKETING, November, |‘ 4! 





